








THIS ORDER’S TOO BIG 
TO FILL FROM STOCK, WELL, THERE’S ONE THING 
BOB. CAN WE ieee WE DON’T HAVE TO WORRY 
GET EXTRA SUPPLIES ¢ ABOUT, JIM, AND THAT’S 
CONTAINERS. 
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‘6 
O.. Requirement Contract with American Can 
protects us at times like this. No matter how 
much our needs grow, we’re always “covered.” 
But I’m not so sure about the other things, I’ll 


have to check and let you know...” 


_ 
NING) AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 
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IF IT WERE POSSIBLE for John L. Mason to return to this 
world for a fortnight we believe he would show but pass- 
ing interest in streamlined automobiles, airplanes, radios 
and other modern age marvels which were non-existent in 
his day and time. Rather, he would spend most of his 
precious hours in manufacturing plants, food shops, drug 
stores and homes where packaged products are processed, 
sold and used. He would want to see packages made, 
packages filled, packages displayed on shelves and counters 
of retail stores. He would want to follow them into the 
home where they are opened and their contents used. But 
he would be especially interested in screw capped packages. 
Why? Because he was the inventor of the screw finish jar 
and cap ... a package which still bears his name. For 
fifty years after the discovery (or invention) of the art of 
preserving foods in hermetically sealed jars by Nicolas 
Appert, corks and wax top seals were the usual closures 
for glass containers. Then, in 1858, John L. Mason pro- 
duced the first screw finish jar and cap. They were crude 
and inefficient according to present day standards. But the 
idea was revolutionary. During the next half century 
many improvements in his basic design were attempted 
. . . and some few effected. Every possible variation of 
thread was tried: fat threads, lean threads, flat pitch 
threads, steep pitch threads, single turn, double turn, con- 
tinuous threads, multiple threads, outside threads and 


inside threads. Each manufacturer tried to perfect some 
particular feature which he could claim as his own so that 
a jar or cap of his exclusive manufacture would be re- 
quired. The result was confusion! And this confusion 
persisted for a number of years with detriment to the glass 
and cap industry . and inconvenience to the user. 
Finally order was brought out of this chaos by the glass 
and cap manufacturers themselves through the Glass Con- 
tainer Association. Glass finishes and closures were stand- 
ardized in accordance with the best design to provide a 
dependable seal with uniformity of thread and elimination 
of unnecessary sizes. Worthy of special mention in this 
standardization effort was the perfecting of the shallow 
continuous thread cap (more popularly known as the 
C T Cap), a closure originated, standardized, pioneered, 
and even named by the Phoenix Metal Cap Co. Of all 
closures in commercial use today it is the most universally 
accepted, the most economical, and the most practical for 
the largest variety of products, packages and sealing con- 
ditions. Thus, if John L. Mason could return for his 
fortnight of exploration we believe he would be well satis- 
fied with his contribution to the packaging industry. He 
would find the screw finish jar and cap which he intro- 
duced some eighty years ago still the most widely accepted 
and approved package in use in the food, drug, cosmetic 
and chemical fields. 


PHOENIX METAL CAP CO. 


CHICAGO, ILL. 


BROOKLYN, N. Y. 


Branch Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco and Los Angeles. 
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FOOD PROTECTION PAPERS 


aN rf Nr P= 
MADE IN 


KY "i. Warld’s Model Paper mill” 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 


PARCHMENT . KALAMAZOO ~ MICHIGAN 
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LUSTER BROCADE 
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Here is a fashionable lace effect ready to cover your new 
box. In keeping with the most recent vogue this covering will 
give your box a prominent place on any store counter. 


Available in many unusual color treatments, there are sample 
work sheets awaiting your request. Why wait - write for your 


samples now. 


HAMPDEN 
GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


SALES REPRESENTATIVES 


Chicago, Ill. —- 500 So. Peoria St. Philadelphia, Pa. —- 412 Bourse B'ld'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. -—- 420 Market St. 
Toronto, Canada — 137 Wellington St. West 
Fred’k. Johnson & Co., Limited —_ 234, Upper Thames Street _ London, E. C. 4, England 


R. W. Davis -— 335 Flinders Lane -— Melbourne C 1, Australia 
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This big can tester is protection against leakage and is typical 
of the splendid, modern equipment in Crown’s great new 
plant at Philadelphia. 












Crown maintains large engineering staffs at Philadelphia 
and Baltimore for the development and fabrication of better 
containers. 





The Chemical laboratories at Philadelphia have fully equipped 
bacteriological, chemical and processing departments. Raw 






materials are subject to the most rigid inspection. 






Ar all Crown plants, control is the 





watchword. Control of plate, control of 







dies and tools, control of all equipment 









Only the latest type of lithographing equipment is used in by the most painstaking and un- 
Crown’s big plant. That is why Crown Cans are so superior * ass : ; a 
in appearance and design. remitting inspection and Supervision. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 
Division of Crown Cork and Seal Co. 
BALTIMORE ST.LOUIS HOUSTON MADISON ORLANDO 


ROW CAN 
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ALL-AMERICA PACKAGE COMPETITION 


(SPONSORED BY MODERN PACKAGING) 
MARY CHESS, New York 


WRISLEY, New York, Chicago 
AND 


CHARBERT, New York 


IN BOTTLES MADE BY 


SWINDELL 


SWINDELL designers will help you create, and 
SwINDELL craftsmen will produce individual 
bottles in accordance with the finest traditions 
of the glass blowers’ art. 


Write for designs and quotations: 


SWINDELL BROS., BALTIMORE, MD. 
200 FIFTH AVENUE, NEW YORK 
ROBERTO ORTIZ, HAVANA, CUBA 
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MARY CHESS 
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FAMOUS TOBACCO FINDS NEW SALES STORY 
° Ka ° 





tight: of the Pliofilm-lined pouch-package is emphasized by this “fish 





bow!l’’ test illustrated in Edgeworth window and counter displays 


Les of many famous products to cash in both 
product-wise and cost-wise by packaging with 
Pliofilm is Edgeworth Tobacco — now being sold 
in a durable new “metal-fabric” pouch* made of 
Alcoa Aluminum Foil laminated on the inside with 
moistureproof Pliofilm. 


To form the pouch a sheet, cut from a roll of the 
laminated “metal-fabric,” is folded over at one end 
and heat-sealed along the edges. After filling, the 
pouch is heat-welded across the top. The result is 
a tough, strong, hermetically-sealed package that 
will not absorb moisture even when submerged in 
water! 


Not only does this new watertight package cost 
less than conventional tobacco containers, but it 


THE BEST THINGS COME SEALED IN 


Pliofilm—T. M. The Goodyear Tire & Rubber Company 


completely seals in the natural moisture upon 
which the aroma, flavor and goodness of the 
tobacco depend. It is a true “humidor pouch” that 
keeps Edgeworth fresh to the last puff—a power- 
ful new sales appeal. 


Any product whose quality depends upon keeping 
moisture either IN or OUT can profit similarly 
by packaging with Pliofilm. Let us demonstrate by 
a test wrap of your product. Write: Pliofilm Sales 
Department, Goodyear, Akron, Ohio. 


*Collaborators in this new packaging advance are Goodyear, 
producer of Pliofilm; Aluminum Company of America, manu- 
facturer of Alcoa Aluminum Foil (Reg. T. M.); Shellmar 

Products Company, fabricators of the pouch. 
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Here’s a preview of one of our new alluring 1940 


Perfection 


CHRISTMAS BOX 
COVERING PAPERS 


We have many others just as attrac- 
tive — on white, colored and metallic 


backgrounds —in a galaxy of new 


color combinations for every modern 


taste. 


Write us for samples and suggestions 
—our service department is very 


comprehensive, and gratis. 


ROYAL PAPER CORPORATION 


Manufacturers of Decorative Papers 


ELEVENTH AVENUE & 25TH ST., NEW YORK, N. Y. 


THIS SAMPLE PERFECTION BOX COVERING METALLIQUE-PLATINUM—585-B 
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Have the Yithian 


put your carton—and your 
carton problems—on this table 





THE GARDNER-RICHARDSON CARTON ADVISORY COUNCIL will analyze them 
-.-give you the benefit of 200 combined years of packaging experience 





TEN FOLDING carton specialists— duction, adequate product protec- 
each an expert in his field—will sit tion, consumer appeal. And ade- © INFORMATION PLEASE! 
around this table and cross-examine _ tailed report of the Carton Advisory Here are a few of the questions which 
your carton. Does it measure up Council’s findings and its recommen- phy a  aeeeniialins 
to 1940 standards? Would brighter dations will be placed on your desk. =, suundittiiaiinsiaitiatia 
inks and whiter board snap it up? = leakers and waste in the filling machines? 
Would re-designing give it greater WRITE TODAY fora copy : Our cartons fade and discolor in the sun- 


of Gardner-Richard- light—have you any suggestions? 


son’s ‘Carton Problem 


visibility — greater shelf appeal? 





We have been using this same design on 








Would re-styling make it more Organize r’ which : our cartons for 30 years—would you advise 
practical—more economical? Would makes it easy for you. = any changes? And why? 

a lighter, less expensive board be to organize and oe = Our cartons lack color uniformity, which is 

. 4 your carton problem = very noticeable in mass displays? Is there 
sufficient to protect your product: to the Council for con- 5 any way to overcome this? 

‘ sideration. This help- = Geuig auc ; 

7 ane y 2 = Sen ) ‘olding carton questions. The 

Y our carton will be analyzed from ful service is yours, Council experts and the Gardner-Richardson 

every standpoint economical pro- without obligation. technical staff will help you find the answers. 
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THIS SYMBOL is your assurance 
of greater uniformity, higher 
quality, better appearance, bet- 
ter product protection—profit 
and satisfaction. 


The GARDNER- RICHARDSON c. 


MIDDLETOWN, OHIO 
Manufacturers of Folding Cartons and Boxboard 





Sales Representatives in Principal Cities: PHILADELPHIA »« CLEVELAND e CHICAGO e« ST.LOUIS « NEW YORK «+ BOSTON « PITTSBURGH « DETROIT 
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Norris’ Detta Rossia Mints, container by Wein- 
man Brothers.* Kwirkway Heatinc Pap, carton by 
Ace Carton Co.{ CHARBERT’s Luxury SET, container 
by Joseph H. Meyer Brothers.*{ Cannon Mixts’ line 
of gift packages, boxes by Old Dominion Box Co. and 
High Point Paper Box Co.*t Marcaret BRAINARD’S 
CAPSULCREAM, container by Hygienol Co., Inc.* 
NicHo“son FILE container of LumaritH, molded by 
Watertown Mfg. Co.* BiceELow WEAVERS’ STAIR 


TREAD, carton by Robert Gair Co., Inc.t 


*Winner in All-America Package Competition tw olf Award winner 
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PROWEC uOLD 


If you are working on a transparent 
or plastic 
package... 


Packaging Division, CELLULOID 
CORPORATION, 10 E. 40th Street, New 
York City ... Established 1872. Sole 
Producer of Celluloid and Lumarith. 


(Trademarks Reg. U.S. Pat. Off.) 
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_PRINTED ACME Steelstrap. 


<<) IDENTIFIES YOUR PRODUCTS AND 
—@2GIVES EXTRA ADVERTISING VALUES 


and “Bound to Get There” advantages of Steelstrap. 





ree trade-mark, slogan or name can be attrac- 
tively printed on Acme Steelstrap applied to your 
shipping packs. Printed in color, Acme Steelstrap pro- 
vides an inexpensive way to dress up your shipments. 

Easy, quick identification of your shipments can be 
made by the receiver. Different grades of merchandise 
are easily distinguished. Your cartons, boxes, bundles 
or crates will stand out prominently all the way to the 
consignee and in his stock room. When containers 
are strap bundled into a single unit for shipment, 
Printed Acme Steelstrap eliminates the necessity of 
duplicate labeling, saves time and money. 

Printed Acme Steelstrap can be applied with regular 
Acme tools—provide all the reinforcing, bundling 





Mail the coupon for complete information. 


ACME Cotordtitch 


Use this stitching wire which will blend with the A 
printed colors of your carton. Acme Colorstitch 
improves the appearance and sales appeal of the 
package. Furnished in all popular colors; made in 
all standard flat stapling wire sizes. It may be used Ee 
on all carton stitching equipment—color will not > 
chip or peel. Mail the coupon for sample color card. 
ACME STEEL COMPANY, 2843 Archer Ave., Chicago, 
Ill. Branches and Sales Offices in Principal Cities. 


ACME STEEL COMPANY 

2843 Archer Avenue, Chicago, III. 
0 Send complete information about PRINTED Acme Steelstrap. 
(0 Mail a Colorstitch sample color card. 
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™ Carton and its atliental 
We invite a letter outlining your carton 
problems. You too, may be a potential 
award winner. 


Winner! 


The Wilson Basket Ball” Carton, 
created for Wilson Sporting Goods 
Co., Chicago. All-America Pack- 
aging Competition, 1938. 


ot VM ae 


Wilson “Uni-Pack’”’ Golf Ball 
Carton, created for Wilson Sport- 
ing Goods Co., Chicago. Winner 
top award Folding Cartons Group, 
All-America Packaging Competi- 


tion, 1939. 
ait UW a 


Kwikway Heating Pad Carton, 
created for Kwikway Company, 
St. Louis. Top honors Irwin D. 
Wolf Awards Competition, 1939, 
classification No. 16. 





ACE CARTON CORPORATION 


FOLDING PAPER CARTONSe FOLDING DISPLAYSe DISPLAY CONTAINERS 
2536 SOUTH FIFTIETH AVENUE * CICERO,ILLINOIS 
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SERVERS SPECIFICALLY 
DESIGNED FOR 


A remarkable new adaptation of the ‘‘proved popular’’ Federal 
Servers. The first server ever designed specifically for Catsup 
and/or French Dressing. 


Both types have plastic caps and handles, molded in one piece 
of strong, durable material. No. 410 (7 oz.) is done in beautiful 
mottled mulberry, No. 420 (11 oz. or 14 oz.) in bright red. Stain- 
less steel slide and spring. Unusual construction permits quick, 
easy removal of spring and slide—the only two moving parts— 
for cleaning. 





Consumers like Federal Servers—to the tune of millions of pack- 
ages bought annually—because of their smart appearance, their 
elimination of drip and mess, their economy and ease of dis- 
pensing. Write for further information on these remarkable 
packages. They also make highly attractive premiums. 


400 NORTH LEAVITT STREET 


SEE HOW SIMPLE 


IT POURS IT CUTS DRIP 


IT CLEANS 
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FEDERAL TOOL CORPORATION 


CLOSURES WITH A FUNCTION 
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MODERN PACKAGING 


Ore Touching Fable 
of the Best Hand Soap in the 
World... And Why It Flopped 


Bac UPON A TIME THERE WAS A MAN WHO INVENTED 


02 
A ieee 


a 
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FOR THE BEST HAND SOAP IN THE WORLD. HE 





i 


GOT SOME sncxine aie BUILT A PLANT AND STARTED INTO 


“i 
DEALER! |= 


e 


PRODUCTION. HIS SALESMEN LOADED UP THE DEALERS , BECAUSE 
THE PRODUCT WAS SO FINE. BUT REPEAT SALES JUST DIDN'T COME 


SOAP 
IN, AND FINALLY THEY HAD TO CLOSE SHOP iia -i* 


25 — 
TROUBLE WAS THAT THE PACKAGE SCREAMED easement 





AND SO THAT'S WHERE EVERY LAST ONE OF THEM LANDED 
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Ass NOBODY EVER THOUGHT OF BRINGING THIS SOAP UP INTO 
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A BRIGHT AND DAINTY KITCHEN IS OR INTO A SCRUBBED AND 
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POLISHED BATHROOM es 
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ie IT WOULD BE READILY AVAILABLE. 
_ 


BUT—IF THE INVENTOR HAD CONSULTED ANCHOR HOCKING, HE MIGHT HAVE 


hon Matsa 








Dee wie Ua 


ihe cI 








ts 
FARED BETTER (lee HERE EXPERTS IN PACKAGE DESIGN WOULD 


ADVISE HIM WHAT SORT OF A BRIGHT, CHEERFUL, CONVENIENT GLASS 


NY Fi Z ‘ p \ / @_ 


——————— mee 
PACKAGE TO USE Pail . AND WHAT SORT OF A CLOSURE > 


TO PUT ON IT TO MAKE IT PRACTICAL. HOW TO PACK AND CARTON 
Vi? zs 
IT. AND FINALLY, HOW TO MERCHANDISE = THIS 


PACKAGE. THEN, BEING A HANDSOME AS WELL AS A USEFUL PACKAGE 


\\ 4 
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= 





~ 


\s) , FOLKS WOULD HAVE KEPT IT OUT WHERE IT COULD BE SEEN 
pe 
AND USED Sa 


AND REPEATS WOULD HAVE FOLLOWED NATURALLY. 





. SALES WOULD HAVE COME IN MULTIPLE UNITS 


$#loral: IF YOU ARE A MANUFACTURER OF HAND SOAP, AND WANT 
———_s @ 


A 


TO STEP UP YOUR SALES AND PROFITS, ASK “US TO SEND YOU 
AN EXPERT IN THAT FIELD. HE WILL GIVE YOU SOUND PACKAGING 
Los 
ty 
RECOMMENDATIONS ee Soaar WILL AID MATERIALLY IN BUILDING SALES. 
ONLY ANCHOR HOCKING PROVIDES COMPLETE PACKAGING SERVICE... 


=< 
CONTAINERS diy CLOSURES Wiv===3, CAPPING MACHINES “igre . 


ANCHOR HOCKING GLASS CORPORATION, LANCASTER, OHIO. 
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Manufacturers, large and small, in every can for ice cream — the pliofilm lined can 
trade —DRUG, FOOD, AUTOMOTIVE and many others — ALL doing a splendid 
ACCESSORY, COSMETIC, DAIRY PRODUCTS job in their field — ALL chosen because 
and on down the line — are wise to Sefton’s of their superiority from a protective, 
many innovations in fibre can containers. sales-producing and economy standpoint. 
There’s the stack top can for dry drugs — Sefton’s Specialists are always at your 
the sealed fibre container for inner tubes service, ready to suggest improvements or 


and piston rings —the string-pull sealed create a new container. 


the umbre’ 


SEFTON FIBRE CAN COMPANY [ieee 


Plants —St. Louis, Missouri ® New Iberia, Louisiana tstanding ¢ 


DISTRICT OFFICES: Los Angeles Son Francisco Denver Tampa Chicago Des Moines DIMENSIO; 


New Orleons Boston Detroit Kansas City St. Paul Omaha New York Cincinnati Cleveland 
Oklahoma City Pittsburgh Memphis Nashville Dollas Houston Solt Lake City Seattle 
: STABILITY 
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PACKAGED IN ETHOFOIL 


Means Packaged For Sale 


The most modern material for transparent product packaging 
is ErHoroiL*—a recent Dow development. 


Ethofoil (Dow Ethyl Cellulose Film) is the only packaging 
material that offers this outstanding combination of features 
essential to perfect product packaging: dimensional stability, 
stability to light and aging, low temperature flexibility. 


Ethofoil packages can’t wrinkle or warp; they never become 
brittle or discolored from light. Your product will be packaged 
for quicker sale because ETHOFOIL never detracts but adds to 
a product’s appeal. 

Ethofoil presents no production problems. Fabrication costs 
are low and fabrication methods include adhesives and draw- 
ing. It is available in thicknesses ranging from thin film to 
heavy foil and in rolls up to 25 inches wide. And ErHoror 
is first among all foils for easy printability. Write to the 
Ethocel Division for more complete information. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


*Trade Mark Reg. U. S. Pat. Off. 


@ the umbrella package illustrated 
= designed by W. C. Ritchie 
o., Ethofoil contributed these 


DIMENSIONAL STABILITY 


STABILITY TO LIGHT AND AGING 


Prstencing advantages: 
4 
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The Complete Packager . 
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MODERN PACKAGING 


Monthly reporter, surveyor of events, 
personalities, trends in packaging. 
Packed from cover to cover with 
important, interesting, sales-building 
facts, ideas. What's new in ma- i 
terials, methods, machines, men_ in 3 
the broad realm of packaging. The ; 
most inspiring trade paper in Amer- 
ica—a must in your business if you 
package dry cereals, bicycles, widgets 
or anything, or if you buy, sell, make, 
specity packages of any kind. 
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The magazine with better than 95% 
executive readership in the firms 
spending 95% of packaging’s annual 
4-billion dollars. 


Subs.: 1 yr. $5.00 2 yrs. $8.00 


= PACKAGING CATALOG 


1940 edition of packaging’s “Buy Book.’ The encyclopaedia 
of everything known, everything done in packaging to the present. 

ompletely indexed sources of supply of materials, parts, packages, 
machinery, designers, manufacturers—in short, everything every 
package buyer must know. This book receives more praise, more 
actual use—shown in advertiser's results—than most catalogs. 
The reason: it is the only Packaging Catalog. 











The largest packagers in the world find this book absolutely 
indispensable, year in and year out, in solving packaging problems. 


Per copy: $2.50 


MODERN PACKAGING » PACKAGING CATALOG 


published by 
BRESKIN PUBLISHING CORPORATION 


122 EAST 42nd STREET CHANIN BUILDING NEW YORK CITY 










Grace and Beauty 


SYLVANIA* CELLOPHANE 
combines grace and beauty in 
packaging. It is practical and 
economical, also adequate 
package protection. 


CE 


SYLVANIA INDUSTRIAL CORPORATION 
1 


Executive and Sales Offices: 122 E. 42nd Street, New York Works: Fredericksburg, Va. 


Branches or Representatit es: Pacific Coast 
ATLANTA, GA..... 78 Marietta Street Blake, Moffite & Towne 
BOSTON. MASS.. 201 Devonshire St. Offices & Warehouses in Principal Cities 
CHICAGO, ILL., 427 W. Randolph St. Canada 
DALLAS, TEX. 809 Santa Fe Building \ ¥ Victoria Paper & Twine Co., Ltd. 
PHILA., PA... 260 South Broad Street ; Toronto, Montreal, Halifax 
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*BACK OF ITS BEAUTY— 


ENGINEERED STRENGTH 


There's more than appears on the surface of a Mundet 
Molded-Top Cork—more, much more, than its trim, hand- 
some appearance. If you could see through the cork, you would 
see what we show above at the right. Here’s the secret of this 
closure’s strength . its permanent re-sealing service. This 
hidden value is typical of the built-in perfection of Mundet 
Closures. It’s one of the reasons why your products will benefit 
from their use. The deeply ribbed finger-grip is an extra con- 
venience for the customer and facilitates the use of your prod- 
uct. Your trademark can be embossed on the molded top, or 
you may use the attractive standard design shown above. 
For samples, prices or suggested solutions to closure problems, 

write to Mundet Cork Corporation, Closure Division, 

65 S. Eleventh St., Brooklyn, N. Y. 


WIDE CHOICE: Cork closures, in the popular finger-grip or flange style, 

are made by Mundet in these desirable types: Molded Flange, Embossed 

Wood-Top, Metal Top, Natural Cork Flange. Mundet Cork Closures 

include many special kinds designed to fill individual requirements of drug 
and cosmetic products, of wines and champagnes, liquors, etc. 


MUNDET CLOS 


MOLDED CORKS »* MOLDED SCREW CAPS +» EMBOSSED WOOD-TOP CORKS «| 
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This “phantom” view of the 
Mundet Molded-Top Cork 
shows how ribbed center pin 
anchors the top securely in 
the cork—making the closure 
practically breakproof. Your 
products and your customers 
benefit through unlimited re- 
seal service. 


These Mundet offices and 
representatives are ready 
to give you prompt service 
ATLANTA 
339-41 Elizabeth St., N. E. 
CHICAGO 
2959 N. Paulina St. 


CINCINNATI 
427 W. 4th St. 


CLEVELAND 
Britten Terminal, Inc. 
DALLAS 
505 Southland Annex 
DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave. 
HOUSTON 
Commerce & Palmer Sts. 
KANSAS CITY, MO. 
1428 St. Louis Ave. 
LOS ANGELES 
1850 N. Main St. 
LOUISVILLE 
Kentucky Bottlers Supply Co. 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
432 No. Peters Sr. 
PHILADELPHIA 
2226 Arch St. 

ST. LOUIS 
2415 S. Third Sr. 


SAN FRANCISCO 
440 Brannan St. 
Also J. C. Millett Co. 


SEATTLE 
Succop-Tighe & Sons 
In Canada: 


Mundet Cork & Insulation, Led. 
35 Booth Ave., Toronto 
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CROWNS © PLAIN CORKS 
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ROYAL 7ZZAV-O-7A/NER 


a new integrated Pliofilm package acclaimed by many coffee roasters as the most 
outstanding packaging development in the decade. = = Flav-O-Tainer package and 
Flav-O-Tainer air removal process has wide application to many food products. 
« = Investigate Flav-O-Tainer and Royal Pliofilm packages. = = The services of our 


testing laboratory are yours for the asking. 


THOMAS M ROYAL & COMPANY 


a > es | U S A 


Flav-O-Tainer is a registered trade-mark of Thomas M Royal & Company. 


Pliofilm is o registered trade-mork of the Goodyear Tire & Rubber Company. 
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for any purpose the 
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the standard for 50 
years, due to Quality, 
Uniformity, Durability, 
Accuracy. 





KIMBLE GLASS VIALS 


oc UNIFORMITY 


PNUREOIMY-NEne 
MACHINE FABRICATION 
































Kimble Glass Vials—produced entirely by 
Sol Yop t- VOR ame (-t-pl ep al-Yomt- tea dobaat-hatombaat-Volabbal-\-teee 
joke k=t-{-Tt Me We (Ye pa-\- Wo) amb bab bdo) oaabhaae-bad-bbat-¥ ol (- 
lohiap ato Mohd at-babaat-hdatelo 

Boost your sales the ASSURED way; 
SF Peabo) C-We- bale OM of-Vol¢-Vol-Mb ball s@ baal o)0-ME CJE-Tt— 
Vials! There are types, sizes and closure 
fo U-X-p Uo pat-i cob oat:\:)at- 00 Mb aatolol-baoatba-tonbeta-saat-vaha-e 
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he Visible Guarantee of Invisible Quality 


KIMBLE GLASS COMPANY - ++» VINELAND, N. J. 
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SET-UP PAPER BOXES 
FIBRE CANS 
TRANSPARENT PACKAGES 











W. C. AND COMPANY 
8849 BALTIMORE AVENUE @ CHICAGO 


NEW YORK DETROIT LOS ANGELES ST. LOUIS ST. PAUL DENVER 
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7 
pack “NATIONAL” 


A BEAUTY TREATMENT for the tin 
canofmany yearsago! BRISK CONTAINER 
of today. .it’s in the Sales Parade. It has 

acquired innumerable practical features 
and amazing display innovations.It’s your 
TopSalesman! x ‘‘NATIONAL” Container 
Service has taken a leading part in this 


_transformation. It is one of Can-making 


experience, expert designing 
and unique decorative 
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THE STORY HANGS ON A THREAD ° 


VERY SECURELY 














This thread of ours is like no other. We don’t even 
make it. You do that right in your plant. 

The threads in all other C.T. caps are made at the 
Like ready-made suits, they are sup- 


What with 


variances between “min” and ‘“‘max.” the fit isn’t 


cap factory. 


posed to fit when you put them on. 


Result: grief. 


always exact. 
But when the threads in each cap are formed to 


fit those of the container it goes on, there you have 


That’s the RO principle. RO Seals 


perfection. 


AT YOUR SERVICE: 26 
YEARS OF EXPERIENCE 
BUILDING QUALITY 
SEALS AND SEALING 
MACHINES TO FIT THE 
NEEDS OF THE USER. 
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are supplied threadless. The machine that seats 
them, under pressure, on the container also Rolls On 


the threads, using the glass itself as the pattern for 


depth and contour. Every seal is tailor-made. 


Does that reduce chance for evaporation and 
leakage? Definitely, RO users find. 

Does it make it easier for consumers to open the 
package? Ever so much easier, women find. 

Does it make RO Seals cost more? The answer 


is: less than some caps, a little more than others. 


FOR SAMPLES AND 
PRICES OF ALSECO 
SEALS, WRITE ALUMI- 
NUM SEAL COMPANY, 
1345 THIRD AVE., NEW 
KENSINGTON, PENNA. 


U. S. Pat. Off. 
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Yes> we're over fifty years old. But in itself that is not an important fact. 


What is notable and important is how well we carry the years . . . how 
we've retained a fresh, youthful attitude toward glass container problems 
. . » how we think in terms of today’s and tomorrow's markets, never yester- 
day's... how we bring you the newest glass-making technique and advanced 
improvements. Today, as always, our customers rely upon us to keep abreast 


with the ever-changing demands of their markets. 


Unhampered by mammoth size or too many traditions, CARR-LOWREY 


brings a clean-cut vigor and personal concern to your package problems. 


Your glass containers will get full attention on three points: (1) Attractive- 
ness, (2) Practicability and (3) Economy. This “three point” service has 
built new sales for hundreds of leading packers of drugs, cosmetics, house- 


hold specialties, and foods. 


Simple, yet distinctive bottle for Baby Oil, designed and produced by Carr- 
Lowrey’s “3-point service.” Interesting shape and raised panels for beauty and 
ease of holding. 


Carr-Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue ¢* Chicago Office: 1502 Merchandise Mart 
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b gece package hits the customer 
right square in the eye when it 
wears a ‘“‘Cel-O-Seal” cellulose band! 
These modern, smart-looking bands 
give your packages that “extra some- 
thing” to get the attention that many 


‘ times is the difference between a sale 


and no sale! 


Customers know the added protec- 
tion *‘Cel-O-Seal” gives them. Know 
that it locks closures to bottles, helps 
prevent tampering and contamination 
of contents. Know that your product 


90D POLpy 


BRAND 
sWOED STRAIGH 


Give Your Package This Extra 


ALES 


PUNCH 


is as good and pure as when pack- 
aged. That’s why it pays to top off 
your package with ‘‘Cel-O-Seal’”! 

These colorful, protective bands 
are inexpensive to buy—cost but a 
small fraction of a cent per bottle. 
They’re easy to apply, too... go on 
quickly by hand, no machinery or 
adhesives needed. Sendasamplebottle 
and we'll return it topped off with a 
trim ‘‘Cel-O-Seal”’ band. 


. . . 
DU PONT ON THE AIR—Hear ‘‘Cavalcade of America” 
every Tuesday, 9 p. m., E. $.T. over NBC networks. 
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It's the outside of your package that should help to attract attention 
and create initial sales — but it’s what the customer finds inside the 
package that determines whether he will buy it again. Volume sales 
are repeat sales, and they can’t be built with a package that permits 
leakage, breakage, rancidity, mold, sogginess or any other defect 
that might mar the original quality of the product within. So design 
the inside of your package first, for its inner protection can have 
just as much effect on sales volume as can its outer appearance. 


Although many Riegel Papers are used for dressing up a package, 
the majority of our 130 standard lines have been developed for 
product protection. Among their almost endless variety you should 
find one that will exactly fit your individual requirements. Write 


RIEGEL PAPER CORPORATION * 542 MADISON AVE + NEW YORK 
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On the on¢ hand...His Calipers 









Telling the truth to the thousandths of 
an inch, his calipers are part of the 
hourly O-1 Quality-Control check for 


even glass distribution in side walls. oj . 
Thus you have positive assurance that a etn, 
your O-I Salespackage has all the > "Ss oe 


needed strength (with low weight) 
whether you hot-pack, cold-pack, 
vacuum-pack or multiple-fill either a 
liquid or dry product. 





HEN the battle drums of competition beat, let the full 
W strength of O-I gleaming glass salespackages fight on 
your sales side. 

On display shelf and sales counter they will mass your 
complete product story. Show color and texture—make 
apparent the true quality and value you offer. 

Let us quote you the low cost of your product packed in 
an O-I Salespackage. If you wish, our quotation can cover 
containers, closures and plain or brand-printed shipping cartons. 
We make all three. Offer, also, the industry’s finest packaging 
research service for your use in solving salespackaging 


problems. Owens-Illinois Glass Company, Toledo, Ohio. 


SES 
SS SES ere, 


2 1S 


(@) E ing 1 O-I “Oval” has vertical sides and a stable base for filling- 
, line efficiency. By careful design ample label space is pro- 


29 


vided without sacrifice of beauty. O-I ‘Modernistic 
made in all popular sizes, offers the opportunity to give 
family identity to a group of products. Straight sides 
and ample label space. Economical O-I closures, plain 
or lithographed, to complete your Salespackage. 
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Send for 20 “‘“show-me” sheets of 
this smoother, whiter boxboard. 


Slip them in at the end of a 
carton run—and take a look at 
the difference ! 


ALL LITHWITE wants is a chance 
to prove that it's the top-quality board 
in its field— with a whiteness, smooth- 
ness and hardness that means brighter, 


crisper cartons and displays. 


Just put Lithwite to the test and see. 
Slip it into the press at the end of a 
carton run — watch those Lithwite sheets 
take flat tints, fine-screen halftones or 
five-point type. Crease Lithwite, fold 
it, cut it, glue it-give it the works. 
Then put a finished Lithwite carton on 
your desk beside one run on another 
board. Look at them, and ask yourself: 
“Which is the better?” 


When you see the cleaner, brighter 
difference, you'll understand why Lith- 
wite is used to package many world- 
famous products. Send today for twen- 
y “show-me” sheets (or fifty if you 
wish) and put Lithwite to the test. 
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brilliant 


th 
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UT IT UP TO 


TO SHOW YOU THE WAY TO 


HAVE YOU A BOARD PROBLEM? 


If we do not have just the board 
you need, Gardner - Richardson's 
technical staff will gladly work out 
a special board that will meet your 
specifications. There is no obli- 
gation, of course. Write today. 


BETTER PRINTING — BETTER SALES 











Inks lie more evenly, print more bril- 
liantly—and go farther—on Lithwite's 
hard, smooth surface. It’s an econom- 
ical one-process board. And dependable 
—for the color, caliper and finish never 
vary. Lithwite is precision-engineered! 














<e~ Toe Garpner-Ricuarpson Co. 
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Sales Representatives in Principal Cities: Philadelphia 


MANUFACTURERS OF BOXBOARD 
MIDDLETOWN, OHIO 


Cleveland + Chicago «+ St. Louis 


New York «¢ Boston «+ Pittsburgh «+ 
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FOR PACKAGING A PRODUCT 


TO MAKE IT SELL 
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Masters of Metal 
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covill 


MANUFACTURING COMPANY 
WATERBURY, CONN, 








Ws pose you have in your mind this minute a product that 
merits an uncommonly attractive container—one that you'd like 
to have ride to success on the crest of a packaging inspiration... 
Have you thought of packaging it in metal? 

Metal (or a metal-and-plastics combination) has far-reaching 
advantages—in sales appeal...strength...and lightness. Metal 
gives a “glow” and “feel” that no other material imparts. Its 
strength increases safety in transit— and suggests a re-use con- 
tainer. Its lightness may save the cost of heavy outer wrappings. 

Scovill—with a wide experience in manufacturing metal con- 
tainers and closures for drug and cosmetic manufacturers—would 
like to work with you in conceiving a sales-worthy. cost-right 
metal package. Working in aluminum, brass, nickel-silver and 
other metals, Scovill combines design facilities, high-production 
equipment and special finishing processes — including satiny 
Indurited finish on aluminum (heat, moisture and scratch resist- 
ant) and an economical method of reproducing multi-color de- 
signs on metal. 

For details—or for further development of an idea you have, 
address 25 Mill Street, Waterbury. Connecticut. 


Your Product Wili Sell Better ina 
Seovill Metal Container 
















32 





MODERN PACKAGING 


Boston, Providence, New York, Philadelphia, Syracuse, Pittsburgh, Detroit, Chicago, Cincinnati, San Francisco, 
IN CANADA: 334 King Street. East, Toronto, Ontario 


Los Angeles 
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ucky is the manufacturer who can decide on the color 

and style of his package and stick to his decision 

year in and year out. For him, no problems in 
changing fashions exist. His gadgets are recognized by 
the “red box’’—his widgits are known by the “blue 
label.’’ Unfortunately, for most manufacturers, style 
and color problems cannot be settled once and for all. 
They occur and re-occur time and again. Particularly 
is this true of those who sell style or seasonal mer- 
chandise in the textile, cosmetic, apparel and house- 
hold accessory fields. For such manufacturers, the 
problem of package design is a triple one. 

He must first select colors and shapes and patterns 
suited to the product. The package must provide a 
suitable background or setting for the merchandise. 
They must not clash with or “fight” the product for 
the consumer’s attention. His second problem is to 
select colors, construction, shapes and patterns suited 
to the retail environment which will confront the prod- 
uct and his third problem is to make the same selec- 
tions to secure suitability for the environment of the 
package when it reaches the consumer’s home. 

In attempting to solve these last two problems— 
without in any way slighting the first problem—the 
manufacturer must seek to correlate the colors and the 
patterns of his packaging materials with those colors 
and those patterns which will be in style at the time his 
package reaches the market. For some seasonal prod- 
ucts, this is not a particularly difficult job. One is al- 
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How Packagers Can Predict And 
Anticipate Coming Style Trends 


ways safe in packing jelly beans in boxes covered with 
patterned Easter bunny paper. One is likewise safe in 
using red and green with conventional holly wreaths 
and Christmas trees for the more traditional and 
standardized types of Christmas gifts. But most 
products cannot utilize so obvious a solution of the 
problem and still remain distinctively packaged. 
Hence the problem of most manufacturers of style or 
seasonal merchandise becomes one of predicting fashion 
trends. If at the time of initiating the new package, 
the manufacturer can be sure that certain styles or 
certain colors, certain patterns or certain lines will be 
popular in the months to come, he can plan his package 
accordingly and can thereby secure a color correlation 
in the retail store which will insure the display of his 
product in conjunction with style merchandise and the 
identification of his product as a “fashionable”’ item. 
The manufacturer who seeks a rule by which to work 
—a means of predicting forthcoming color and pattern 
fashions—will find it in the fact that other industries 


A Suwey 


BY THE 


have longer production 
cycles than the package 


producing industries. The 
shoe and glove and pocket- 
book industries must start 
their color research more 
than a year before their 
products reach the market. 
They must determine upon 


INSTITUTE OF 
PACKAGE RESEARCH 
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Pattern and Color Time Cycle 











LEATHER 


WOMEN’S WEAR 


MILLINERY 









NOVEMBER 


1939 









DECEMBER 


NOVEMBER & DECEMBER 


Research started. Color charts de- 
1 





vised, based on colors pop two 
previous fall seasons balanced with 


new developments. 








JANUARY 
1940 


JANUARY 


Final determination of colors made 
after complete analysis of new 
trends. Show colors selected first, 
then gloves, handbags and other 
miscellaneous accessory items. 





FEBRUARY 





MARCH 





APRIL 





MAY 





JUNE 





JULY 





AUGUST 


MAY 


Colors finished in first samples and 
first public showing for buyers con- 
ducted. Trade journals report these 
showings. 


MAY through AUGUST 


Orders placed and some changes 
made in colors and designs, caused 
at times by unpredictable influences 
(war, for instance) or revivals of a 
certain period in history instigated 
by Hollywood or theatrical 
products. 


APRIL & MAY 


The Textile Color Card Assn. re- 
leases bulletins concerning the 
color farecast for fall and winter 
fashions, thus simplifying the mat- 
ter of matching the colors to be 
promoted for the coming season 
for the silk, wool, hosiery and re- 
lated fashion industries. 











JULY 


Fabric manufacturers and dress 
designers work out styles and 
color combinations in sample lots. 


AUGUST 


Paris opening for fall and win- 





SEPTEMBER 





OCTOBER 








NOVEMBER 





SEPTEMBER through 
NOVEMBER 


Retail stores promote the new fall 
leather goods through newspaper 
and magazine advertisements, store 
window decorations, etc. 








ter fashi takes place and in- 
fluences to some degree the colors 
and styles already devised. Fash- 
ion publications feature fall and 
ee as pr ted by 
Paris designers and local manu- 





winter 


facturers. 


SEPTEMBER through 
NOVEMBER 


Retail stores promote fall and 
winter wear via newspaper and 
magazine advertisements and 


window decorations. 











AUGUST 


Paris opening influences selec: 
tion of millinery color schemes 
as well as millinery styles. 
Colors are selected on the basis 
of what is being utilized for 
women's dresses, suits, coats 
and accessories. 


SEPTEMBER through 
NOVEMBER 
Presentation of fall and winter 
millinery to consumers through 

retail store outlets. 
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AUTOMOTIVE INDUSTRY 


FANCY PAPER PACKAGES 





NOVEMBER through 
APRIL 


Research conducted to ascer- 
tain consumer preferences as 
to color, both for automobile 
finishes and upholstery fabrics 
and color combinations. 























Seat e  . 


Bie 





MAY 


Color selections made, based 
upon surveys conducted at the 
1939 automobile show and sur- 


veys conducted within different 
1 


MAY & JUNE 


Packagers able to predict sea- 
sonal color selections correlating 
with leather, textile, automotive 
and other style trends. Select 
package papers and other deco- 
rative materials. 





regions of the country. S 
models designed, cars being 
finished in practically all colors 

tioned on « s' pre- 
ferred lists. 





JUNE through 
NOVEMBER 


Manufacturers’ automobiles are 


JULY & AUGUST 


Eight weeks is the usual mini- 
mum for fabrication of packages. 
Longer periods are required for 
molded containers, special glass 
containers, pottery, etc. 





changed in both color finish 
and styling, dependent upon 
consumer demand. Those cars 
judged to be the most popular 
—both as to coloring and styl- 
ing—are shown at the annual 
automobile show in November. 
This show likewise offers the 
manufacturer an opportunity to 
introduce novelty colors in or- 
der to get consumer reaction 
for possible future use. 





SEPTEMBER 


Packages for Christmas and holi- 
day selling season must be ready 
for buyers’ selections and ship- 
ment early in September. 








NOVEMBER 


Packages reach retail counters 
for display and sale. 














colors fully eleven months before their products are 
sold. So, too, in the automotive industry where the 
colors of 1941 cars are already selected after months 
and months of consumer research. To a lesser degree, 
the same situation is true of the textile industries 
where a high proportion of color prediction and pattern 
prediction comes months and months before the 
dresses, coats and suits grace the retail racks or begin 
to appear on the backs of American women. 

The packager of seasonal merchandise may thus 
choose to refer to any one of the industries mentioned 
or to all of them for some advance inkling of future style 
trends and within these industries organizations exist 
for predicting such style and color changes. Some of 
these organizations have become so influential that their 
predictions are almost automatically correct. So many 
manufacturers follow their predictions that they vir- 
tually create trends by predicting them. True, occa- 
sionally, some change in fashion trends occurs which 
throws all predictions to the winds, but except for these 
very rare occasions, it can safely be said that the textile 
and the automotive style prediction agencies virtually 
create the styles they predict. 

Perhaps foremost among all these organizations is 
the Textile Color Card Assn. of the United States, Inc. 
This organization has concentrated its energy on a suc- 
cessful promotion of color standardization and coordina- 
tion in every branch of the fashion industries since its in- 
ception in 1915. The T. C. C. A. is not a profit organi- 
zation, but works for the benefit of industry. It has 
worked out a standard color card of 192 colors. This 
is the Association’s staple color card, which has been 
slightly revised (some colors become “obsolete,’’ others 
slip unexpectedly into common usage) eight times in the 
last 25 years and is now getting a ninth onceover. Be- 
sides this, there are two seasonal cards in both silk and 
wool, the spring and summer card embracing about 60 
colors, the fall and winter one about 48. 

There are now some 2000 members of the Associa- 
tion, representing just about every industry that has 
anything to do with color. Its color cards are not only 
distributed throughout the United States, but are sent 
by the Department of Commerce and the State Depart- 
ment to American Consul Generals all over the world, 
who put them on display for local merchants to see and 
to order from. A number code enables every single 
color to be identified by cable anywhere in the world. 


Chart lI. The manufacturer, desiring to predict forthcom- 
ing color and pattern fashions, will find that industries 
other than the package producing industries have longer pro- 
duction cycles. Thus the packager can be sure that certain 
colors and certain styles will be popular and he can thereby 
secure a color and pattern correlation. In addition to this 
aid in determining forthcoming trends, the packager can rely 
upon the fancy paper package producers who follow color and 
style tendencies and are able to predict these tendencies 
far enough in advance to permit the packager to reach the 
market at the same time as do producers of style merchandise. 
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DOMINANT COLORS 


Chart 2. These color wheels pre- 
sent an analysis of the frequency with 
which different dominant colors appear 
among the current ‘‘best selling’ fancy 
GREEN papers submitted to the Institute of 
Package Research by a number of pro- 
ducers of fancy papers. It will be noted 
that shades of red dominate the color 
picture this year with shades of blue 
running a close second. Green and 
brown tie for second place, while 
WHITE white, variations of grey and gold 
are favored to a lesser degree. Black, 
silver, yellow and violet are the least 
favored. Fashion trends, predicted by 
a number of organizations, tie-in to 
some extent with this color breakdown. 
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The conferences for the selection of seasonal colors 
take place almost a year in advance of the opening of 
the particular season, so that the manufacturers are en- 
abled to have a coordinated color line ready for the re- 
tail buyers. The buyers, then, knowing what colors 
will be promoted for the coming season, are able to work 
out their lines so that when the consumers come to the 
store, they find coordinated stock instead of a con- 
glomeration. 

The National Bureau of Standards at Washington, 
D. C., has a section devoted to colorimetry. This sec- 
tion deals with the establishment of color standards and 
the formulation of color specifications. Thus cali- 
brated colors representing a minimum range of prac- 
tical variations are made available and designated in 
terms of Munsell notations for convenient reference for 
the fabricator, the buyer, the retailer and the consumer. 

Leather styles and colors are set by the Calf Tanners 
Assn. Automotive colors are based upon research 
conducted by each manufacturer independently, but 
data is usually available long in advance as to what 
colors will be offered the consumer in new car models. 

The reader may best get an idea of the relationship 
between the various fashion anticipation cycles by 
referring to Chart 1. In respect to packages, this chart 
gives the cycle for fancy paper packages only, i.e., set- 
up boxes and fancy paper wraps. 

Obviously, the packager intending to utilize other 
materials will have to re-adjust their calculations to 
allow for the production cycle involved. Even in the 
case of the set-up box, the cycle may be shorter or longer 
in individual instances, depending upon the length of 
the run, the type of paper selected (stock or private 
pattern), the box maker’s facilities for production, ete. 








In attempting a correlation between forthcoming 
styles, the packager can rely upon both the set-up box 
manufacturer and the fancy paper supplier for a good 
deal of aid. The more progressive producers in both 
fields are in a position to follow color trends in other 
industries and fancy paper patterns and colors follow 
these trends with a high degree of accuracy and with a 
very short lag—short enough to permit the packager to 
reach the market at the same time as do producers of 
style merchandise with whose color schemes he seeks a 
correlation. 

Because of this close study which fancy paper manu- 
facturers make of color trends, it may be profitable to 
analyze the present trends in the fancy paper field, 
since these predict to an extent the packages which 
will appear on the market in the fall and winter of 1940. 

With the cooperation of a large number of leading 
producers of fancy paper, the Institute of Package Re- 
search has here analyzed the colors and patterns of the 
current “best sellers’’ in the fancy paper field. Re- 
ferring to Chart 2, the reader will find an analysis of the 
frequency with which different dominant colors appear 
among these best selling papers. It will be noted that 
shades of red completely dominate the color picture 
this year with shades of blue running a close second 
and green and brown tied for third place. Whites, 
greys and gold are somewhat favored, while silver, 
black, yellow, violet and orange bring up the rear. 

Chart 2, it should be noted, lists only the dominant 
colors, i.e., the colors which form the base or most 
apparent color of each best selling paper, but less than 
one-fifth of all the papers in the best selling group are 
one color papers. The packager will therefore be in- 
terested in Chart 3 which tabulates the best sellers ac- 


Chart 3. This chart tabulates the best selling papers according to the number of colors utilized. Two- 
color papers dominate the field, while three-color patterns run in second position. More elaborately colored 
types of papers are the least favored. Christmas wraps of a highly colored type were not included in this tabula- 
tion and this may account for the fact that only four in the best selling group are found using four or more colors. 


NUMBER OF COLORS USED 


ONE COLOR 


TWO COLORS 


THREE COLORS 


lalala FOUR OR MORE GOLORS 
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WOODGRAIN § FABRIC 11 LEATHER 19 | 
USE OF EMBOSSING 
EMBOSSED - 4] UNEMBOSSED | 


Chart 4. Here the best seller group is broken down according to type of pattern, the largest 
grouping being the geometric designs. Woodgrains, fabric simulations and leather representations 
seem to be winning great favor. The figured papers, including floral patterns and representations of 
human figures, etc., make a relatively poor showing. An indication of the popularity of embossing 
It will be noted that the majority in the best selling group are embossed. 








may likewise be noted here. 




















cording to the number of colors used. It will be noted fabric representations and the paper simulating one 
that two-color papers dominate the field, with three- type or another of leather. . 
color patterns running them a close second. The more The figured papers (including flower patterns, repre- 
elaborately colored types which were formerly in vogue sentations of human figures, etc.), make a relatively 
seem to have slipped backward and only four in the best poor showing. No doubt, the size of this group would 
selling group are found utilizing four or more colors. have been enhanced had special Christmas paper or 
This condition would probably not be true were special holiday patterns designed for Easter and similar sea- 
seasonal papers such as the highly colored Christmas sonal occasions been included in the grouping. 
wraps included in this collection. Chart 4 also provides an indication of the relative 
For the condition of current favor in package paper popularity of embossing. It will be noted that some 60 
patterns, the reader is referred to Chart 4. Here the per cent of all papers in the best selling group are em- 
best seller group is broken down according to type of bossed. This is ascribable to improvements in the em- 
pattern, the largest grouping being the geometric bossing process which occurred in recent years and to 
designs. Three groups which were not quite so promi- the growing favor shown to woodgrain, fabric and 
nent in former years are obviously winning great favor. leather styles. The realism of such papers is fre- 






These are, respectively, the woodgrain papers, the quently enhanced by embossing. 









COMPANIES COOPERATING IN THIS SURVEY 
















A. M. Collins Manufacturing Co. The Marvellum Co. 

Louis Dejonge & Co. Narragansett Coated Paper Corp. 
District of Columbia Paper Mills, Inc. Nashua Gummed & Coated Paper Co. 
Hampden Glazed Paper & Card Co. Royal Paper Corp. 





Sanderson Products, Inc. 


Hazen Paper Co. aA rowed . 
Holyoke Card & Paper Co. The nes ~ aper Corp. 


Keller-Dorian Paper Co. C. R. Whiting Co., Inc. 
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Net-Up for Simple Selling 


The Lander Co. achieves phenomenal sales rec- 
ord with attractive foil-covered set-up boxes 





or many years, the Lander Co. has been a princi- 

pal producer of perfumes and dusting powders for 

distribution through medium-priced channels. 
Particularly interesting, therefore, is its experience in 
the use of foil-covered, octagonal, set-up boxes for 
dusting powder presentation. 

The boxes are of sturdy construction and covered 
with delicately embossed, decorated foils. The interior 
of each container presents a powder cavity with a per- 
forated diaphragm through which access to the powder 
itself is obtained. This construction prevents sifting 
in transit and prior to use. The boxes are labeled for 
identification on the bottom, their tops being adorned 
with tassels attached to riveted metal handles. 

One of the containers is used to sell a combination of 


powder and perfume. The perfume is here held in 
place, on the top of the box lid, by a sheet of transparent 
acetate folded under the lid and cemented thereto. 

Sales records achieved with these set-up boxes are 
particularly interesting. In 1938, octagonal boxes 
decorated with plain foil were used. Boxes decorated 
with the embossed star-decorated foil were also used in 
the same year and outsold the plain boxes approxi- 
mately three to one. In 1939, the jeweled foil in three 
color combinations was adopted. Embossed foil was 
substituted for the plain type previously used on an- 
other container. 

Credit: Boxes manufactured by Futuristic Paper 
Box Co. Decorated foil papers by Hampden Glazed 
Paper and Card Co. 


Left: The three 1939 Lander boxes make an attractive appearance on sales counters due to the high visibility 


of their embossed decorated {foil coverings. 


Right: Detailed photographs show ingenious construction. 
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The new flat tooth pick line utilizes green as a single 
printing color and achieves a two-color effect through 
contrast with the bright white carton board. Compare 
the effectiveness of these designs with some of the old 
containers which were replaced (above). Old packages 
varied from two to five colors and difference in size 
and color scheme prevented economies in production. 


Eliminating Private Brands 


is only one of the many economies and sales advan- 
tages which package redesign brought the B.F.D. Co. 








anufacturers of woodenware products such as 

tooth picks, clothes pins, applicators, tongue 

blades, skewers, etc., have in recent years adopted 
the most progressive of production methods. Today 
their products are turned out in factories which are 
models of mechanized efficiency. Materials are selected 
on a scientific basis and processed at high speeds with a 
maximum of sanitation and economy. 

But until very recently, packaging in this field has 
been—to say the least—backward. Realizing this 
situation in respect to its own products, the Berst- 
Forster-Dixfield Co. decided early in 1939 to modernize 
a number of its lines and to develop new lines of pack- 
ages for matches, woodenware and paper specialties. 
Under the direction of F. E. Irsch, Jr., sales promotion 
manager, this program has now advanced to a point 
where its general outlines may be seen and where an 
evaluation of the results achieved may be attempted. 
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The company manufactures numerous articles, some 
under its own brands and many under an untold num- 
ber of private brands. Package designs have been de- 
veloped through the years—each differing from all the 
others—until it would appear that any group of B.F.D. 
packages have been manufactured by several dozen 
different companies rather than by a single organiza- 
tion. The first problem therefore was to try to tie the 
line together as a family group with at least some sort 
of resembiance in design, color or a combination of both. 

In attempting to set up a suitable color scheme, de- 
signer Irsch very logically went back to the product and 
selected green as the color most frequently associated 
with wood. Several of the newly redesigned items are 
for use by the medical profession—items such as tongue 
blades and applicators. Here again, green was selected 
because it ties in with the well-known doctors’ insignia 
—a green cross. 
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A third reason clinched the case for green as the dom- 
inating color. An examination of the tooth picks and 
clothes pin packages of competitors showed a very 
wide usage of reds and blues in different shades. Hence 
if B.F.D. were to adopt green, they would secure an 
automatic differentiation from the vast majority of 
competitive packages. As many of these products are 
sold principally through 5 & 10 cent variety chain 
stores—where counter display of packages is the sole 
means of merchandising—this differentiation from 
competitive packages through the use of color was a 
very important factor. 

Having settled upon a color scheme, other problems 
of design soon arose. The name of the company, 
Berst-Forster-Dixfield, is an unusual and difficult one 
to remember or pronounce. The use of green as an 
identifying color scheme, in combination with the 
newly developed trade mark based upon the company’s 
initials, would overcome this difficulty and permit of the 
development of consumer recognition for either the green 
box, the trade mark or both as used in combination. 

The trade mark design was therefore rendered in 


simple fashion consisting of the letters B.F.D. within 
three concentric circles. The adoption of these letters 
as a trade mark emblem likewise provided the chance to 
incorporate into certain lines of packages a group of 
slogans based upon the trade mark initials—slogans 
such as “Best for Doctors,” “Best for Dentists,” “Best 
for Druggists,” etc. 

The redesign, as carried out to date, covers three 
principal lines of the company’s products plus a few 
additional packages of other types. In the tooth pick 
family, a tremendous series of boxes in varying sizes 
and shapes have been discarded in favor of two groups 
of folding cartons designed respectively for flat and 
round boxes. The flat pick boxes utilize a white carton 
board with white reverse lettering showing through 
green printing, whereas previous boxes had been hor- 
rible examples of old-fashioned printing and layout and 
frequently ran to four or more colors—prohibitive in 
cost on small runs. 

The new line utilizes a single color to achieve a strong, 
two-color effect. Copy has been added to the bottom of 
each box, suggesting to the consumer uses for tooth 


New clothes pin cartons contrast sharply with their predecessors. Note how die-cut windows permit consumer 
examination of product without opening carton. Uniform color scheme and prominence of B.F.D. trade mark aid 
consumer recognition and identification. Packages are designed particularly for display effect on open counters. 
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picks other than those of dental hygiene. Ideal sizes 
for each box were determined and then standardized 
and thus substantial production economies have been 
effected simultaneously with a pronounced improve- 
ment in display and recognition values. 

The round tooth pick line was distinguished from that 
developed for flat tooth picks by the addition of a 
second color—a bright red—to provide a three-color 
effect. Both because the company is proud of its do- 
mestic manufacture and because a substantial propor- 
tion of its product might enter the export trade, each 
package bears the company address and the legend 
“Made in U.S.A.” For export packages the 
recognition value of the green color and the bull’s eye 
trade mark were particularly desirable in that they 
would provide a point of contact with consumers who 
might not be able to read any other wording incorpo- 
rated upon the package. 

As each new package has been developed in the tooth 
pick and other lines, its details are entered into a speci- 
fication portfolio. Here appear color proofs of the de- 
sired ink shades with different tolerances of departure 
from this desired shade. Here, too, are found accurate 
blueprints of each box plus a photostatic copy of a box 
laid out flat to show style, type, etc. Inks have stand- 
ard numbers, as well as the box, so that hereafter the 
purchasing department will be able to order by number 
and to avoid any misunderstanding. 

Through the use of this method, the company hopes 
to be able to permit competitive carton manufacturers 
to submit bids, in future years, upon a fair and equitable 
basis since all will be bidding on the basis of duplicate 
specifications clearly listed, rather than upon verbal 
understandings or generalities. Previous experience 
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Tongue blades and wood 
applicators have been re- 
designed in two _ families. 
One line uses white let- 
tering against a green back- 
ground and the other re- 
BRIGHTWOOD verses this procedure. New 
TONGUE BLADES and old tongue blade packages 

aan be see . are here shown. Three pack- 





ages in background are all 
members of the new family. 


BRIGHTWOOoD 
TONGUE BLADES 
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of the gradual departure from original designs, which 
occurs as re-runs are made, has led the company to 
place particular stress upon this newly devised specifi- 
cation procedure. 

In redesigning the tooth pick line, a large number of 
private brands were likewise eliminated. The attrac- 
tiveness of the new standard packages was so great 
that voluntary dropping of private brands, on the part 
of former purchasers of these various items, was quite 
readily secured. 

Because consumers prefer to examine clothes pins 
before purchasing, die-cut windows have been placed 
in the cartons of both the standard and the iron-clad 
clothes pins. For spring clothes pins, the method of 
packing does not at present permit the use of such an 
opening but at an early date this will be changed and 
the new carton is so designed as to permit of easy 
‘change-over to take care of this anticipated change in 
method of packing. In place of the yellow panel which 
now backs up the diagonal reproduction of the spring 
pin, there will appear, in the future, a die-cut opening 
permitting an examination of various portions of 
several of these pins. 

The company also markets a line of clothes pins 
which are cellulose wrapped rather than cartoned. 
Such pins are first mounted upon transverse wooden 
rods and the wrap is then placed over the pins and a 
label. These identification labels have been redesigned 
to conform with the new scheme and are reproduced in 
a single color, green, on a white paper. 

For two price ranges of applicators and tongue 
blades, the company has adopted one-color cartons of 
design basically similar to that adopted for the flat tooth 
pick lines. By so doing it has eliminated a number of 
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varied color designs and has succeeded in dressing up 
the line to a point where physicians and other users 
need have no hesitancy at permitting the package to 
come into view in the examination office. 

The lower priced line uses green lettering and a green 
band against a white carton board. The higher priced 
line reverses the procedure to show white lettering and 
a white band against a green background. Transparent 
cellulose sheeting is used as an overwrap on these pack- 
ages to eliminate the possibility of dirt contaminating 
the product and to provide a general impression of 
cleanliness. The pure, clean, white paper stock has 
been utilized to eliminate the possibility of any germs 
or unsanitary conditions arising in the packing of these 
medical products. Even such highly competitive items 
as meat skewers and green pointed floral sticks have had 
their packages redesigned. In such fields, of course, 
elaborate packaging is neither practical nor desirable. 
But the adoption of the green color scheme has permit- 
ted the company to tie in with the other items in the 
general style and has helped the florist and the butcher 
to remember the source of the product and to order 
it by brand name. Similar change has occurred in the 
company’s waxed paper lines, manifold paper and in 
several other fields. 

While the new packages have, at best, been on the 
market but a few months and in some cases but a few 
weeks, it has already been possible to estimate dealer 
reactions and—to a lesser extent—consumer reactions. 
Both have been universally favorable. Most significant 
is the fact that former purchasers of private brand lines 
have readily discarded these in recognition of the 
greater attractiveness and sounder design of the new 
lines. The abandonment of such private brand lines 
provides a marked saving, both to the B.F.D. Co. and 
to its customers, since it eliminates short runs, permits 
the anticipation of carton purchases on a large scale 
and permits the ganging of runs to secure the utmost 
economy in production. 







































A. The round tooth pick line is differentiated from the flat 
pick line by the addition of a second color used on the trade 
mark and has a band at the edge of the hotel size package. 
#. The new waxed paper package, contrasting sharply with 
the old, shows how even such products have been brought into 
the general scheme. 4. Transparent cellulose-wrapped 
clothes pins are identified by labels printed in green on white 
stock. J. Skewers sold to and used by butchers come in an 
inexpensive carton printed in green. Note that even here, trade 


mark and company name are worked into the design scheme. 
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The vogue for Americana that’s sweeping the country has 

inspired Jeurelle’s intriguing bit of patriotism—an American 

Trio perfume kit. Tiny red, white and blue suede cases 
contain a trio of diminutive red, white and blue capped vials of 
floral fragrances. The little vials are wrapped up in their snug 
suede cases, tied securely with the suede laces and the whole goes 
into a little transparent acetate envelope that means further 
security against spillage. The decorative tri-color shield is an 
added gay note. Vials by the Kimble Glass Co. Caps by 
Victor Metal Products Corp. Transparent acetate envelopes 
by See-Thru Container Corp. Suede bags by Bernard Abrams. 


Acampo Winery & Distilleries, Inc., are now bottling their 
wines in new private mold quart wine bottles which are 
tall and streamlined in appearance. Flutings have been 
cut in the mold around the body of the container and above and 
below the label space. The high shoulder has been designed so 
that it tapers gracefully toward the neck of the container. The 
labels are simple in design, emphasis being placed upon the prod- 
uct name. Bottles by the Owens-Illinois Pacific Coast Co. 


J, 


“ La Moderne Underwear Co., Inc., presents its lingerie 
products in either a carton or an envelope, both designed 
with a transparent window and executed with a similar 
design pattern. The box is covered with chenille printed paper 
and the envelope is made of chenille printed paper. The decora- 
tive effect achieved is one of richness, the so-called ‘‘flocked’’ 
patterned papers producing a novel and interesting design. 
Chenille processing by The Artistic Flock Novelty Co. Envelope 
by Oneida Paper Products, Inc. 
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Iodent Chemical Co., Inc., offers a new type of cough drop 

to the public, known as Liqwid Center cough drops. The 

container adopted for the introduction of this new product 
is of convenient pocket size. The carton is foil-covered inside 
and out, printing on the outer surface of the lid being executed 
in yellow and blue. A novel feature of this carton is the in- 
corporation of a die-cut hole through which the consumer may 
see the liquid center in one of the nine cough drops packaged 
within. Each cough drop rests in its own individual compart- 
ment, the nine sections being formed by foil-covered partitions 
inserted into the base of the carton. 


[ The Sentinel Products Co. is using a nicely styled new metal 
A container to package its Sentinel Junior Ace first aid kit. 

The new container provides a unit to protect the bandages 
and first aid appliances from moisture, preserving their purity. 
The package likewise provides a convenient means of holding 
the various items together in a compact unit either for traveling 
or for storing in the medicine cabinet in the home. Metal 
containers developed and manufactured by the Owens-Illinois 
Can Co. 
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@ <A dozen fibre drinking cups for convenient use at picnics 
or parties are held together as one unit by means of a printed 
transparent wrap. The wrap identifies the product and 

offers information concerning the product. Utilization of the 

transparent wrap likewise permits the consumer to view the 
design of the tumblers, but prevents consumer handling or soilage 
of the cups due to dust and dirt. Cups by the Dixie-Vortex Co. 


m= Here is a handy dual-use package that holds 50 new razor 
blades in one side and 200 used ones in the other. The unit 
is made of black Bakelite molded, thus having durability 
and a lasting good appearance. Small and compact in design 
and construction, the unit fits easily into any medicine chest. 
Molded for Conrad Razor Blade Co., Inc., by the Associated 
Attleboro Manufacturers. 


Label changes required by the Federal Food, Drug and 

Cosmetic Act led McKesson & Robbins to redesign its 

package for theatrical cold cream. The new tin container, 
seen in the foreground, presents a cleaner and more attractive 
appearance, as well as conforming to the legislative requirements 
of the Food, Drug and Cosmetic Act. Container by the Na- 
tional Can Corp. 


complete visibility of weave and general appearance of 

Carter’s crib sheets and, at the same time, assure sanitary 
protection from dust, dirt and consumer handling. A color- 
fully reproduced drawing of a child is inserted in one side of the 
package while the other side bears information concerning the 
product imprinted on the wrap itself. Transparent material, 
Lumarith Protectoid, a product of the Celluloid Corp. Printed 
and wrapped for Carter’s by Shellmar Products Co. 


Q Printed wraps made of rigid transparent material afford 


” 


sports enthusiasts contains Before-You-Ski lotion and 

After-You-Ski cream. The two items are packaged in a 
white set-up box decorated with a sketch of a Tyrolean ski mitten 
in greenand red. The green and red color combination is carried 
over to the label on the bottle for the lotion and the tube for 
the cream. The base of the set-up box is so constructed as to 
permit a full view of the product packages when displayed on 
the retail store counter. 


I() Dorothy Gray’s ‘‘Snow-Bird Twosome’”’ kit for winter 


use in cleansing and massaging the skin in conjunction 

with cold cream. The unit, made of plastics and rubber, 
is presented on the market in a set-up box designed to convey 
an idea of what is packaged within. Thus one panel of the 
container bears an outline drawing of the product to not only 
acquaint consumers with the appearance of the new product, 
but to facilitate stocking on dealers’ shelves. Container by the 
Ace Paper Box Corp. 


“Vac,” a product of Vac Products Co., is a new item for 












































pearance in a new package. The old Cuplets container, 

seen at the left, was executed with a yellow background 
which destroyed the effectiveness of the illustration of the plate 
of cakes. In the new rendering, the cakes are shown against a 
background of purple-blue which shows them to best advantage. 
A band of purple-blue carries the company name at the bottom 
of the carton and this same color is used for the word ‘“‘Cuplets”’ 
on a buff-background. The old carton carried identical front and 
rear panels with directions crowded onto the narrow side panels. 
On the new carton, the directions have been given the entire 
rear panel, making them more legible and attractive. Cartons 
designed by Arthur S. Allen for the Flako Products Corp. Litho- 
graphed by the'Stecher-Traung Lithograph Corp. 


| Cuplets, a prepared cup cake mixture, has made its ap- 


Run cherries marketed by The Richardson Corp. New 

jars are paneled to take advantage of light refraction and 
enhance product visibility, whereas the old style container (seen 
at far right) was a plain round style. Note that each of the new 
jars is packed in its own individual carton. Windows are cut 
in the cartons to coincide with the name of the product on the 
label. Glass containers by the Hazel-Atlas Glass Co. 


| 3 A change in package design features the line of Orchard 


The Bergstrom Steel Co., Ltd., distributors of Ranalloy 
{4 hard-surfacing electrodes, have adopted new containers 

for the merchandising of these products. Three grades of 
electrodes—A, B and C—are available. Each grade is packaged 
in a set-up box executed in a different color scheme. Thus type 
“‘A”’ is found in a red and silver box, type ‘“‘B”’ in a blue and gold 
container and type ‘“‘C’”’ in a dark and light green box. Color 
serves to quickly identify the product as well as offering interest- 
ing mass display effects. Set-up boxes by C. W. Hering. 


/ unique display package for bowl covers, made of a 
transparent material, also acts as a permanent kitchen re- 
minder list. The bowl covers fit into a transparent pocket 

made of rigid transparent material which, in turn, is applied to an 
attractively printed circular disc eyeleted for hanging on the wall. 
Cardboard tabs are provided for slipping into the markers to 
indicate which household staples should be purchased on the 
housewife’s next visit to the store. Bowl covers produced by 
A. L. Siegel ‘Co. Rigid transparent material, Vuepak, a product 
of the Monsanto Chemical Co. 


Dorothy Gray has styled a clever new ensemble called 

Cosmetic Color Cue. The container in which three items 
are sold and displayed is decorative enough for dressing table 
use. It is executed in soft blue with vivid red for the trick lip- 
stick design. The cut-out lipstick is inserted between the draw- 
ing of the lips on the lid of the box, serving as the closure. 


| To simplify cosmetic make-up matching problems, 
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A group of the Cadette tin 
“‘soldier’’ cans offer interesting 
mass display effects on the re- 
tail store counter, flanked on 
either side by giant-sized card- 
board cut-outs which dupli- 
cate the can design. Note the 
message on the display cards, 
indicating that the containers 
are to be utilized as a toy. 














Child Psvchologyv—Down to Earth 





ne manufacturer who believes that a child will 
eagerly ask for a given product if that product is so 
presented as to appeal to the child is the Cadette 








Cadette Products Corp. promotes its line of 
new products by direct appeal to the child 





Products Corp. A good majority of manufacturers 
of children’s products—with the possible exception of 
the toy manufacturers—are often prone to direct sales 
appeal for the product toward the parent rather than 
the child. This in spite of the fact that psychological 
studies have shown that children have definite prefer- 
ences as to color and style of a product or package. 

When Cadette planned to launch a line of tooth 
powders and tales for children, enterprising W. A. 
Schmitt, designer and president of the company, con- 
ducted an independent survey of children’s preferences. 
Based on this survey, the company’s products were 
packaged in containers simulating soldiers. The items 
are directed toward children between the ages of five 
and six years and up. Colors are bright, product 
identification being maintained by similar color com- 
binations but variety is introduced by varying the colors 
of the “soldier’s’” coat and hat. The tin soldiers not 
only appeal to the child while being utilized as a con- 
tainer for tale or tooth powder, but further serve as 
playthings after the product has been utilized. 

Credit: Cans and closures by National Can Corp. 
Packing-display cartons by Blum Folding Paper Box 
Co. Shipping containers by Alleraft Corrugated 
Corp: Displays by Sandy Printing Co. 
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While suitable for shelf stock, these woodgrain-covered boxes are earn- 
ing increased display space and consumer approval for Wamsutta Mills. 


(mosphere for the “Stock” Box 


here has been much effort to break out of the rut of 

tradition in recent years in the textile field, but 

these efforts have been concerned primarily with 
gift and holiday packages or with the application of 
transparent cellulose to the wrapping of individual tex- 
tile products. By and large, packages for staple pur- 
chases—such as sheets and pillow cases—have received 
little attention. 

All the more noteworthy, therefore, are the new boxes 
recently adopted by the Wamsutta Mills for their 
Supercale sheets and pillow cases. These are boxes de- 
signed within moderate price limits rather than upon 
the more expansive budget which can be allotted for 
holiday packages. They are sturdy containers de- 
signed to permit stacking on shelves and repeated han- 
dling by clerks and consumers, yet they possess so high 
a degree of beauty as to influence consumer choice to a 
substantial extent. 

The boxes are of the Simplex type in which a wood- 
grain paper has been laminated to the boxboard prior 
to its being cut into a blank. The attractive color and 
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No ordinary shelf packages are Wamsutta 
Mills’ new woodgrain-covered sheet boxes 


texture of the cover paper provides an admirable con- 
trast with the brilliant white of the sheets and the 
pillow cases and the box serves as an attractive con- 
tainer on display on the shelf or in the home. 

Identification is secured by the use of a large foil 
label on the principal face of the box and a smaller, 
duplicate label on the box end. The latter aids clerks 
in identifying the various types of sheets or pillow cases 
when the boxes are stacked on store shelves. 

The family of containers includes boxes for the 
standard box of either a half-dozen sheets or a half- 
dozen pillow cases as well as containers for paired sheets 
and pillow cases, boxes for two sheets and two cases or 
for one sheet and two cases. 

The company reports a substantial increase in dealer 
displays accorded their product and a marked demand 
on the part of consumers for these out-of-the-ordinary 
—yet relatively inexpensive—textile packages. 

Credit: Boxes by Simplex Paper Box Corp. Wood- 
grain paper by The Marvellum Co. Containers de- 
signed by Alley & Richards Co. 
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n New York’s Hotel Astor, the Tenth Annual Pack- 

aging Conference and Exposition was held from 
March 26 to 29, inclusive, under the auspices of the 
American Management Assn. 

Attendance levels at both Conference sessions and 
the package machinery exhibits far exceeded those of 
previous years, reflecting, in large measure, the increased 
interest in packaging which has come with improved 
business conditions and with the development of signifi- 
cant new processes, materials and machines during 
the last twelve months. 

The Conference sessions likewise reflected a change 
in the packaging picture, with discussions centering 
less upon the theoretical and the abstract phases of 
packaging and more upon the technical problems raised 
by the new packaging materials and methods, by new 
legislation and by production considerations. 

While complete transcripts of the many papers de- 
livered during the Conference, and of the accompany- 
ing discussions, will be made available later by the 
American Management Assn., highlights of the various 
sessions are detailed herewith. 


Research and the Designer 

With C. B. Larrabbe, managing editor of The Printers’ 
Ink Publications, in the chairman’s seat, the first of 
the sessions devoted to unit packaging was addressed 
by Howard Ketcham, color and design engineer, who 
spoke on the subject, “Removing 
Guesswork from Package Design.” 
Taking as his thesis the fact that 
“by applying definite, sales-tested 
rules and with discrimination born 
of research and experience, it is 
today possible to scientifically tabu- 
late those factors pertaining to de- 
sign, color, materials and typogra- 
phy so that the most appropriate 
features can be elected and directed to any desired 
package development,” Mr. Ketcham sketched in 
broad outline the tools now available to package de- 
signers and particularly those factors of consumer 
research which make possible testing an advance of 
proposed package designs. 

Mr. Ketcham said, in part, “Consumer appraisals 
are proving helpful in selling most types of merchandise, 
packaged or otherwise. But all such testing must be 
carried out by an established organization, one well 
qualified by training and experience in color and de- 
sign. No one man can cope effectively with the many 
complex requirements of readying a container properly 
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HOWARD KETCHAM 





for the market. Careful planning of the survey is 
essential. An insufficient range of sample selections, 
approaching the wrong people or conducting the work 
in the wrong part of the country or at the wrong season 
of the year or a dozen more ‘wrongs’ will be a waste of 
time and money—the results will also be wrong.”’ 


Consumer Advertising via the Package 


“Of all media used to convey ideas to the consumer, 
the message on the package is surest to reach her,” 
said C. W. Browne, manager of marketing service, 
The United States Printing & Lithograph Co., address- 
ing the meeting on the subject of “The Package—A 
Vehicle for Consumer Messages.” 

Mr. Browne continued, ‘‘Viewed 
in this light, the package is the best 
advertising medium a producer can 
have; and if the messages are in- 
teresting and instructive; if they 
show progressiveness and variety, 
they will not only influence the con- 
sumer; they will also stimulate all 
the people in the way-stations, 
making and keeping them more enthusiastic about 
the product; and the consumer will come back for more 
—provided the product has merit. 

“There is an old and tried rule in selling: “Talk to 
the customer as he likes to be talked to.’ Paraphrase 
that a bit and apply it to packaging: ‘Put on the 
package the kind of message the customer likes.’ 
Well, what does the consumer want on the canned foods 
package? Not long ago some of us in Cincinnati got 
together and decided we'd go direct to representative 
groups of consumers and get a first hand answer to 
that question. Between us, we drew up a question- 
naire which asked these consumers to indicate the 
points they considered essential on canned foods labels, 
and to rank them in 1-2-3-4-5 order. The results boil 
down to this: the points they considered essential are: 
1. Brand name. 2. Quantity statement; in terms of 
net weight in pounds and ounces; number of servings; 
number of pieces; size of can. (Apparently they want 
all these.) 3. Indication of grade and variety of the 
product. 4. Accurate pictorial of the contents. 5. 
Name of producer. 

‘We also had some questions designed to find out 
what women think of recipes on labels. The answers 
indicated a hearty and almost unanimous approval. 
Of the 693 women interviewed, 70 per cent had stand- 
ard publishers’ cookbooks; but 88 per cent had ad- 
vertisers’ recipe books—most of them more than one— 
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which they had collected and saved; that six out of 
ten women keep a recipe file; that 53 per cent keep add- 
ing to their recipe files by clipping new recipes from 
newspapers and magazines (both articles and advertise- 
ments); from the radio; from labels and packages; 
and from advertising booklets and folders. 

“The ‘Continuing Readership Interest’ study made 
by the Advertising Research Foundation revealed a 
66 per cent readership interest in recipes among women. 
An advertising manager says: ‘Consumers are unbe- 
lievably interested in recipes.”’ 

“A second point which the canner must consider is 
the nature of the retail stores through which the goods 
move to the consumer. Stores may be different in their 
ownership and organization; they may differ in form 
and arrangement; but their function is the same: 
all of them are channels through which the goods 
reach the real customers. 

“A third point which the producer must watch is 
Government requirements; but in this connection it is 
just as important to know what things are permitted 
on labels—and the conditions governing them—as it is 
to know what things are required.” 


Informative Labeling 


“How Much Does the Label Weigh?’ was the subject 
delivered by Dr. Jules Labarthe, Jr., senior industrial 
fellow of the Mellon Institute of Industrial Research. 

Dr. Labarthe said, in part, “Informative labeling is 
here to stay but there is no agreement as to what form is 
both practical and serviceable. Consumer leaders 
favor completely informative labels with specific test 
data wherever standard test methods are available. 
Customers appear to be apathetic toward complete 
labels and are more interested in fiber identity, washing 
qualities and directions for care. Those retailers, who 
have made the greatest strides in laboratory control of 
their buying of staple textile products, are the ones who 
have done the best job in passing the information on to 
their customers on labels. These labels express the 
merchandise quality in relative terms and, except for 
the directions for care, are generally regarded by con- 
sumer leaders as not being of much real use. These 
progressive retailers generally report very favorable 
customer acceptance of the labeled merchandise. 

“A year ago the American 
Management Assn., through its 
committee on Consumer Marketing, 
determined to conduct a study on 
informative labeling, working with 
the National Retail Dry Goods 
Assn. through the National Con- 
sumer-Retailer Council. 

“The objects of the tests were as 
follows: To weigh the sales power 
of the informative label against a store brand or a 
nationally branded article. To weigh the sales power 
of the complete label against the store’s own informa- 
tive label or that of a manufacturer. To determine 
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the effect of the informative label as a control over 
customers’ price selection. To determine the effect of 
the informative label as a factor in customers’ price 
selection. To weigh customer acceptance of labeled 
merchandise by personal observation. 

“These test methods have been presented as offering 
some measure of the weight of the completely informa- 
tive label. Others may present themselves to store 
owners and manufacturers as being more simple and 
direct. Whatever test method may be employed the 
data should be gathered in a central agency such as the 
National Consumer-Retailer Council. The analysis 
of the questionnaires will give even more insight into 
the customers’ opinions of the weight of labels.” 


**Packaging—A Job for Management”’ 


Alvin E. Dodd, president of the American Manage- 
ment Assn., addressed the afternoon session on unit 
packaging on the subject of management’s interest in 
packaging. Certificates of Award to winners in the 
Irwin D. Wolf Packaging Competition were presented 
at a luncheon following Mr. Dodd's talk. 

Mr. Dodd said, in part, “packaging is a job for 
management. And the only way the job can be done 
properly is to assign it to a properly qualified member 
of the executive staff who can give all his time to this 
work. Today many companies do have specialists in 
certain phases of packaging—perhaps a man for the 
packing and shipping side, another for production 


problems, and another for the merchandising and 
legal phases. How often do you find anyone with an 
over-all viewpoint who is qualified and has authority 
to coordinate the activities of these specialists? 


“Fortunately, some of our educational institutions 
have already recognized the need for providing in- 
dustry not only with specialists in different phases of 
packaging but with men who have a background for 
the kind of position I have described. Of course, this 
training must be supplemented by experience before 
responsibility can be assumed for the company’s 
packaging program. But it is significant that the 
Harvard Graduate School of Business, Massachusetts 
Institute of Technology, Pratt Institute and other 
colleges and universities are offering courses devoted to 
packaging. The Mellon Institute and other colleges 
and universities are offering courses devoted to packag- 
ing. The Mellon Institute has set up a fellowship for 
the study of consumer needs largely in the packaging 
field. There has even been discussion of the desira- 
bility of endowing some universities with sufficient 
funds to establish courses in package engineering. 

“Certainly there is a place in industry for men who 
are properly prepared for packaging work—men with 
education and experience which qualifies them to carry 
on this work. Until this need is recognized more ex- 
tensively by business organizations and until training 
is provided so that properly qualified personnel is 
available for the over-all coordinating job, we shall fail 
to achieve the maximum benefits of good packaging.” 

















A Panorama of Packaging Progress 


The afternoon session on unit packaging found A. Q. 
Maisel, editor of Modern Packaging, presiding, with 
D. S. Hopping, director of sales of the Celluloid Corp., 
acting as technical adviser. The discussion which was 
clinical in character, covered a number of packaging 
materials and processes which have been recently de- 
veloped and introduced. 

Mr. Maisel opened the session by saying, in part, 
“There was a time—not very many years ago—when it 
was possible for one man to know almost all there was 
to know about packaging. Packaging was a practical, 
rule-of-thumb art concerned principally with two 
phases. First, transporting the product from  pro- 
ducer to consumer and secondly, 
identifying the product and en- 
hancing its appearance. These 
phases have continued to be of 
majorimportance. But packaging 
has taken on, through the years, 
many additional functions—func- 
tions of protection against every 
sort of hazard to which the prod- 
uct is subjected—dust, dirt, germs, 
pilferage, tampering, breakage, etc. 
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‘In meeting these three main functions of packaging 

and particularly in meeting the protective functions 

packagers have had recourse to many another field 
of science and industry. They have called upon pro- 
ducers of every imaginable material for aid in the 
solution of one or another of the broad problems of 
packaging. In so doing, the art of packaging has been 
changed into the science of packaging—from a rule-of- 
thumb operation packaging has turned to the scientific 
laboratory. This trend, which has been going on for 
many years, has been notably accelerated in the last 
five years and particularly so during 1939 and early 
1940. There have been a number of immediate causes 
for this increasing tendency of packagers to rely upon 
the scientific laboratory for the new developments 
that help solve their more complex problems. In some 
instances, legislation has forced packagers to devise 
new ways of protecting their products. A simple law, 
requiring the use of sterile containers, may lead to a 
demand upon the laboratory of a package producer, 
that a container be devised, capable of withstanding 
the strains and stresses of a sterilizing process. 

“Secondly, the development of new techniques in 
the food and in the drug industries—and in many 
other industries—has placed upon the packaging 
technologist a demand for packages and package 
materials capable of affording greater protection for 
the product or protection for heretofore unknown prod- 
ucts. Consider for instance the effects of the new 
vitamin technology on packaging. 

Packaging has become more dependent upon labora- 
tory science for a third reason. Namely, because it has 
become more closely integrated with new processes. 
There is an argument, which has never been quite 


settled, as to whether canning is a packaging process or 
a production process. Actually, of course, it is both 
and the package is the vehicle by which the canning 
process is made possible. The same is true of frozen 
food packages. 

“The fourth force leading toward the scientific 
laboratory has been the development of new materials, 
applicable to the solution of packaging problems. New 
materials, such as cellophane, cellulose acetate, poly- 
styrene, ethyl cellulose, vinyl acetate, silica jell, syn- 
thetic lacquers and fast drying inks, have demanded 
the development of new techniques and new machinery. 
These could be supplied only after prolonged laboratory 
research! Finally, there comes the element of com- 
petition between packaging materials. A basic im- 
provement in one type of package (or a pronounced 
lowering of its cost) immediately sets in motion forces 
demanding a competitive improvement in other types 
of packages. 

“If we can then call the present period of packaging 
development the era of the scientific laboratory, we may 
profitably examine the processes and the packages 
which have come out of the laboratory during the last 
year or so. Our panoramic picture cannot be all- 
inclusive for there are perhaps 40 or 50 such processes 
which, within the last 18 months, have emerged from 
the laboratory stage to at least some degree of com- 
mercial application. We have therefore selected some 
seven processes which have, perhaps, the broadest 
form of application to packaging, which have reached a 
fairly high degree of commercial applicability and 
which are typical of the general trend in scientific 
packaging research.” 

Products and processes presented included the 
Stero-Vac process, a development adopted by the 
canning industries; a new type of pickle package 
adopted by the H. J. Heinz Co.; the Cry-O-Vac process 
utilized by the quick-freezing industry; the develop- 
ment of new lightweight glass containers; a new type of 
coffee bag known as the Flav-O-Tainer; elimination 
of damages from moisture through the utilization of a 
new material known as Protek-Sorb and the manu- 
facture of transparent rigid containers. 


Food, Drug and Cosmetic Symposium 


With William M. Bristol, Jr., vice president of the 
Bristol-Myers Co., acting as chairman, the first of the 
second morning’s sessions on unit packaging was ad- 
dressed by W. R. M. Wharton, chief, eastern district, 
Food and Drug Administration, on the subject of 
“Labeling Packages Under the Pure Food, Drug and 
Cosmetic Act.” 

Mr. Wharton said, in part, “I think we might well 
approach our discussion of deceptive packages by first 
enumerating the reasons for the occurrence of deceptive 
packages. 

Among these are: 1. The desire to achieve artistic 
designs or individuality of packages. 2. Commercial 
difficulties in the manufacture of containers. 3. Filling 
and packing difficulties. 4. Designing packages to give 
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them certain required characteristics. 5. Packaging 
economy factors, such as use of same size container to 
pack same weights of various commodities of different 
densities. 6. The changing with fluctuations in cost 
of raw materials of put-in weights without changing 


the size of the package or retail price. 7. Force of 


competition. 8. Deliberate intention to either mislead 
or defraud. 

“Tllustrating the effect of artistic designs on size 
appearance, permit me to refer to a confectionery 
package, which is built with compartments not in- 
tended to be filled. These have the effect of making 
the package look attractive, but they also have the 
effect of making the package appear 
larger. 

“In the field of artistic design, 
we find odd-shaped bottles. These 
are frequently packed in cartons. 
Such packing of such bottles in 
cartons results in a fill often as low 
as 25 per cent. Where the bottle 
itself is not deceptive some manu- 
facturers have recently endeavored 
to correct possible deception of the packages by print- 
ing a facsimile or reproduction of the bottle on the 
principal carton label. 

“To illustrate a package which may be deceptive 
because of filling difficulties, I refer to excessively large 
cartons for packaging products in tubes, such as shav- 
ing creams, and tooth paste. To meet the filling 
difficulty, the industry has given careful consideration 
to the problem and has worked out a formula for the 
manufacture of reduced sizes of cartons which will 
more nearly fit the product, and is adapting its filling 
machinery so as to throw the tube into the new carton 
diagonally to accommodate the clipped end. The 
formula is known as the Bristol formula, because it was 
developed by Mr. William M. Bristol. The Food and 
Drug Administration has indicated that for the present 
it will take no exception to tubes of materials in cartons 
meeting the Bristol formula. 

“Another packaging difficulty concerns materials 
which settle after packing. The Administration feels 
that good trade practice demands reasonable attention 
to the settling of the product by the manufacturer to its 
normal state before shipment in interstate commerce, 
thus to prevent the appearance of slack filling. 

““Tllustrating the next category, namely, achieving a 
deceptive package because of the use of the same size 
container to pack various commodities, I will refer to 
the fact that a carton which, when packed with two 
ounces of sage will be full; but if packed with two 
ounces of ground nutmeg, it will be extremely slack- 
filled and therefore deceptive. The conclusion is that 
packers probably will need to subordinate the advan- 
tages of uniformity of size of packages to the require- 
ment of law prohibiting deception. 

‘Some of the characteristics of false packing are very 
obviously deceptive; some of them become deceptive 
from a comparative standpoint; in some cases the 
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shape of the package effects deception; others become 
deceptive when a manufacturer who has used a dis- 
tinctive package changes the style and shape of that 
package; others become deceptive because of acci- 
dental faults in manufacturing process; and still others 
are recognized as deceptive because they depart from 
general trade practice. 

“In the category of obviously deceptive packages 
are those which are so packed as to pyramid the con- 
tents downward, each successive layer containing fewer 
pieces, until finally, at the bottom of the package the 
entire contents rests on a few pieces. 

“In the field of comparative deception, we shall con- 
sider the effect of enlarging the face of a package. The 
commercial tendency today in some of the food lines is 
to enlarge the face of packages, and also to reduce 
weight at the same time; for example, bars of chocolates 
of various kinds are apparently spreading longer and 
wider and, at the same time, thinner and thinner. 

“T suggest that packers of foods, drugs and cos- 
metics carefully study their packages from the stand- 
point of possible deception. I suggest that you apply 
a little fundamental arithmetic and good common sense 
to the problem. - Be sure that packages are filled as 
full as commercially possible. Make a specific study 
of each package, including calculations of cubic ca- 
pacity, fill, and all the elements that might make your 
packages misleading. If you find that your packages 
are not slack-filled, are not deceptively packed, the 
packages themselves are not deceptive, then you have 
nothing to fear from the enforcement of the misleading 
provision of the Food, Drug and Cosmetic Act. On 
the other hand, if you have any doubt, resolve this 
doubt in favor of the consumer, and make the necessary 
changes to correct the condition. Remember that the 
consumers are guided by rule of first impression in 
making purchases, and expect to be dealt with fairly, 
that declaration of quantity no matter how conspicuous 
will not correct a deceptive package.” 


The Use of Color 


“People, Color and Profit” was the topic presented by 


Faber Birren. Mr. Birren discussed the intelligent 
functional use of color as a direct aid to better sales. 
“The job is not to study color science so much as it is 
to comprehend the psychology of the public mind,” 
said Mr. Birren. He continued, “If we are to use 
color profitably and effectively, we cannot be artists in 
the subjective sense, but wise observers of people, 
careful to analyze mass wants and 
then wise enough to satisfy them as 
they exist. Ifa package or a prod- 
uct is to be sold successfully, its 
color must be such as to strike 
home and be unique, both as a visual 
sensation and as a describable thing. 

The scarcity of color terms is 
clear proof that few colors—not 


many colors—are effective.” FABER BIRREN 














“Without the Aid of Mirrors’”’ 


F. E. Irsch, Jr., sales promotion manager of the Berst- 
Forster-Dixfield Co., addressed 
the gathering on the subject of 
how his company—manufacturers 
of woodenware and paper products 

-redesigned its packaging line 
“without the aid of mirrors.” The 
problem and its solution is pre- 
sented in an article appearing in 
this issue, entitled ‘Eliminating 
Private Brands.” 
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Packaging Clinic 


The Packaging Clinic, a standard feature of the Packag- 
ing Conferences, was this year held under the chairman- 
ship of Irwin D. Wolf, vice president of Kaufmann 
Department Stores, Inc., and vice president of the 
AMA Consumer Marketing Division. This year the 
successful technique of former years was again em- 
ployed, with one variation. Formerly, the designers 
have been in the audience with ready questions and 
problems for the business men on the platform. This 
year, the designers were “on the spot”? prepared to 
take on all comers among the business men. 

Discussing the giant size packages from the platform 
were the members of the clinic panel, composed of the 
membership of the Society of Designers for Industry, 
as follows: Egmont Arens, George W. Blow, Clarence 
Cole, Tom D’Addario, Frank Gianninoto, F. F. Golds- 
borough, Clarence Hornung, Bond Morgan, William 
O'Neil, Frederic H. Rahr, Martin Ullman and Georges 
Wilmet. 


Pitfalls in Package Production 


The symposium on machinery and production was an 
all-day session planned to cover the six principal pro- 
duction machine operations in packaging. The 
“must’s” and “‘dont’s” of each operation was outlined 
by a specialist and the meeting was then thrown open 
to questions and discussion, in which the audience 
participated. 

The morning session, under the chairmanship of 
C. H. Lambelet, president of the New Jersey Machine 
Corp., had as its technical advisers Karl T. Krantz, 
mechanical engineer, Colgate-Palmolive-Peet Co. and 
Ben Nash, president, Ben Nash, Inc. 

“How Production Efficiency in Filling Liquids on 
Automatic Machines Is Affected by Container Design” 
was the subject presented by Frank B. Fairbanks, 
secretary-treasurer of the Horix Manufacturing Co. 
Mr. Fairbanks said, in part, ‘““The following container 
characteristics vitally affect production efficiency: 
1. Shape of container. 2. Size of neck opening. 3. 
Filling height. 4. Variety of containers to be handled 
on one machine.” 

Each of these four container characteristics were 
fully discussed by Mr. Fairbanks as they affect pro- 
duction speed. 


C. E. Schaeffer, assistant sales manager, Stokes & 
Smith Co. followed Mr. Fairbanks with an address, 
“Pitfalls of Dry Filling.” The problems of dry filling 
—powders, granules and flakes—were detailed in a 
comprehensive manner. 

The proper use of closures was discussed by H. H. 
Leonard, president of the Consolidated Packaging 
Machinery Corp. Mr. Leonard said, in part, “There 
are two broad methods employed in closing paper bags, 
one in which the major portion of the closure and in 
some instances the entire closure is made in the bag 
manufacturing plants and the other where the closure 
is made in the plant where the material is packaged. 
The former method of closing is used with the type of 
bag known as the valve bag while the latter method of 
closing is performed on what is known as the open 
mouth bag. With the valve bag type no closing equip- 
ment is required in the packaging plant, the small open- 
ing through which the material is introduced by special 
machinery being automatically closed by the bag con- 
struction itself after filling has been completed. 

“For some types of materials and under some con- 
ditions this makes an ideal closure. In the selection 
of such a closure however, care should be exercised that 
the method of filling required with this type of closure 
gives a satisfactory degree of accuracy. It should also 
be determined that the type of material to be packaged 
is suitable for handling in the filling machine and that 
this type of closure properly protects the material 
being packaged and gives the necessary degree of 
security required against leakage in transit or con- 
tamination before it reaches the consumer. For closing 
open mouth paper bags several methods are in use 
which may be listed as follows: 1. Wire tying type of 
closure. 2. Wire stitching type of closure. 3. 
Sawed type of closure. 4. Sewed and tape type of 
closure. 5. Glued type of closure.” : 

The pitfalls to be avoided when utilizing glass 
bottles and jars with screw caps or glass bottles and 
cans with friction top or slip covers was likewise out- 
lined by Mr. Leonard. 

The afternoon session on machinery and production 
was addressed first by G. A. Mohlman, vice president 
of the Package Machinery Co. H. K. Becker, presi- 
dent of the Peters Machinery Co. presided. Technical 
advisers were Howard A. Sumner, assistant general 
manager, The Norwich Pharmacal Co. and George 
Switzer, industrial designer. 

Mr. Mohlman, addressing the gathering on the 
subject of “Pitfalls in Package Production from the 
Wrapping Machine Angle,” said, in part, “Of the wrap- 
ping machines built at the present time 90 per cent of 
them use material in rolls and this is true even of the 
high speed chewing gum wrapping machines which 
wrap 800 or 900 sticks a minute. 

“This change is due largely to the introduction of 
transparent cellulose and wrapping machines had to be 
developed to wrap and glue it. No sooner had the use 
of plain cellulose been perfected than the manufac- 
turers developed a moisture- (Continued on page 98) 
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he annual All-America Package Competition 

Presentation Dinner this year found 800 guests of 

Modern Packaging in attendance at the grand 
ballroom of New York’s Waldorf-Astoria Hotel, in- 
cluding representatives of the 62 prize-winning com- 
panies and leading figures from every major division of 
the packaging industries. | 

Introducing a novel—and_ enthusiastically wel- 
comed—note, the dinner dispensed with formal speak- 
ers. An address of welcome by Charles A. Breskin, 
publisher of Modern Packaging, was followed by a 
short talk by Wm. M. Bristol, Jr., long-time chairman 
of the All-America Competition Board of Judges and 
vice president of Bristol-Myers Co. H. L. Brooks, 
president of Coty’s, Inc., and head of the Toilet Goods 
Assn., spoke in acceptance of the awards as the repre- 
sentative of the entire prize-winning group. 

For the fourth successive year, the dinner served as 
the occasion for the premier performance of the annual 
motion picture sponsored by Modern Packaging. 
The new film, like its predecessors, is in two sections. 
The first portion of the picture, entitled “The First 
International Packaging Conference,” was a humorous 
presentation in documentary news reel style, intended 
primarily for the amusement of the dinner guests. The 
second portion, in full color, presented and discussed 
the award-winning packages as selected by the All- 
America judges. The motion picture has been sched- 
uled for several hundred showings within the next few 
months. 

Among those found at the Speakers’ Table, in addi- 
tion to Messrs. Breskin, Bristol and Brooks, were the 
judges George R. Webber of Standard Brands, Inc., 
Pauline Arnold of Market Research Corp. of America, 
Allen L. Billingsley of Fuller & Smith & Ross, Inc., 
and Louis E. Kirstein of William Filene’s Sons Co. 

Watson Davis, Director of Science Service, like- 
wise sat at the Speakers’ Table and was introduced as 
“A distinguished scientist who has not labored in the 
laboratory, but who has bent all his energies toward 
making the results of science known to the great mass of 
American people and who has (Continued on page 100) 
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Dual Bottle Doubles Sales 


Unusual container has two cavities, two clo- 
sures, sells two perfumes as a single unit 





he perfume industry has for many years been 

trying to convince the ultimate consumer that a 

single scent will not do for all occasions. To a 
large extent, it has succeeded. Women have accepted 
the idea of daytime and evening perfumes. 

It has remained however for Champrel, Inc., to carry 
the idea to its logical conclusion—the cosmetic equiva- 
lent of the golfer’s matched set. This firm decided to 
market two perfumes in a single container—a decision 
easier to make than to carry out since it required the 
development of new technique in bottle making. The 
ordinary bottle production equipment could not be 
utilized since it is designed to blow a single cavity only 
into a unit of glass. Nor could the ordinary hand 
methods be followed since here, too, only a single 
cavity is blown when conventional methods are used. 

After prolonged experimentation, a highly faceted 
and extremely attractive container, having two cavities 
and two closure finishes, was developed and its manu- 
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facture reduced to a practical production basis. Tall 
closures of cast resin top the container and are equipped 
with glass applicator rods held in place by rubber fit- 
tings which serve at the same time as closure liners. 
Identification is secured by a simple gold foil label 
located between the two closures on the flat shoulder 
of the container. 

The new container, it would seem, offers possibility 
for use in other fields as well as in the perfume industry. 
Many chemicals, inks, cleaning fluids and condiments 
are sold as paired units and could therefore logically 
utilize a dual-cavity container. While in many in- 
stances a container of the particular type here de- 
veloped would be far too expensive for such products, 
there is no doubt that simpler, less expensive types of 
dual-cavity bottles can be blown where need and 
quantity justify the effort. 

Credit: Bottle developed and manufactured by 


Carr-Lowrey Glass Co. Closures by Catalin Corp. 


Champrel’s two-cylinder container 
is ingeniously molded on special 
equipment with two cavities and 
two closure finishes. The attrac- 
tive and unusual bottle required the 
solution of numerous glass manu- 
facturing problems before it could 
be made on a practical production 
basis. Closures are of cast resin. 
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You'd put your money—other factors being equal—on the 
“good big man”’—and be thoroughly justified. 


Burt boxes are like the blows of the big man. 


FOR BURT IS WORLD'S HEAVYWEIGHT CHAMPION AT 
“BOXING”! 
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Se We belo Mi oley MeteleMeleta(obeteslel stele Mb del ace 


For half a century now, BURT has been helping to win sales 
Joo tt (ts (oy amd eLoltt-tobelol- Mo) MM lorge(-MeseleM-seelod! Meloyeslolooel (tM TS tele! 
Foxe Co) do Ce (-1- Sa Me) ab od-1-) 0M Co (-To to toe M-Loley oLop eet (SMB boME-1-10 1 ol oley <-1-o 
folding boxes, display cartons—and our thriving new spe- 
Tob (od Laigumtaeset-jolesd-yol Moley <-\-meroled UMesoMel tamer a -Todtha-E-1(000 Mba 1-1 bm 





7. WN. aa: Company, Ine. 


500-540 SENECA STREET, BUFFALO, N. 


NEW YORK CITY PHILADELPHIA NEW ENGLAND 
630 Filth Avenue A B Hebeler A.B. Bacon SPRINGFIELD 
Room 146 PO Box 6308 OhR EO] PO. Box 214 
N Morket St. Sta 20 Boylston St Highland Station 
EVELAND - 
AG( aes : CINCINNATI MEMPHIS 
2203 4 ore ? Waln reer rank D Ae 
rein neha PO Bor 2445 ae Walnut Stree adelal OM Ita 37- 
4 jan Ave ao ey elephone MAin 0367 2150 Washington Ave 
CANADIAN DIVISIC 
i EAP s x aus 7 ANADIAN DIVISION 
EM A . Dominion Paper Box C Ltd 
moniA ra 469.483 K ng Street West 


























Vie adage that “Things are not always what they 
seem” is well borne out by the new packages de- 
veloped for the Abigail threads of the Green & 

Hopson Co. 

At a casual glance these packages are merely in- 
teresting window cartons, yel they. have solved a 
problem which has bothered thread manufacturers 
and crocheters for generations. The smaller of the 
two packages is for delicate lace thread. Here women 
have for many years been troubled by the fact that the 
ordinary spool of thread rolls off the woman’s lap or 
around the floor as it is unwound. Consequently, it 
is always snarling or knotting, is very hard to handle 
and is subject to much needless soilage. 

The new package utilizes a wire frame as a mounting 
for the thread spindle which rolls inside of that frame 
Hence the thread may be 


and cannot come out of it. 


BEST or 
JALITy Corey 
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Abigail cartons protect the product 
in use as well as on the store shelf 





fed directly from the carton itself, a small slot being 
provided for this purpose. When desired, the wire 
frame may be removed from the carton and hung on 
one or two hooks. 

The newly developed carton cleverly utilizes repro- 
ductions of delicate lace work and a lacy lettering of 
the product name to represent the type of work for 
which the thread is intended. The ends of the carton 
carry a representation of the cotton boll, carrying 
further the idea of expressing on the package the nature 
of this cotton thread. Small foil seals are used to 
denote the number of yards and the type of thread in 
each carton and a similar seal, lettered “Do not open 
box,” is used to hold one end of the thread on the out- 
side of the box ready for use as a starter when the box 
is ulilized as a thread dispenser. 

The larger packages are (Continued on page 96) 





In the foreground may be seen the 
Abigail lace thread package with 
the wire spindle holder showing. 
Note the slot through which thread 
may be readily dispensed, elimi- 
nating necessity of removing prod- 
uct from package. In the back- 
ground may be seen the Abigail 
manufacturer’s package—a dis- 
pensing unit for use on sew- 
ing machines. Note the metal 
eyeleted dispensing hole which is 
located at the top of the container. 




















STYLISH SEALING 
helps create 


SMARTER PACKAGES 


- 


‘ cits r+? 
fay 2732's 


HE most at- 

tractive 

modern packages 

possess extra style notes which help build cus- 

tomer preference for your product. That’s why 

many leading products are sealed-for-sales with 
attractive Armstrong’s Metal Caps. 

These trim closures give your package that 
added difference in appearance that commands 
greater attention. They are available in a wide 
range of designs and colors, and may be hand- 
somely lithographed with your name or private 


insignia, monogram, or trade-mark—in any 
colors you choose to specify. 

In addition, Armstrong’s Metal Caps offer de- 
pendable sealing protection. Because they are 
accurately formed, they seal tightly and guard 
against leakage and evaporation. Furthermore, 
they are readily removed and replaced. 

Give your packages added style—dependable 
product protection—with Armstrong’s Metal 
Caps. Write today for full details. Arm- 
strong Cork Company, Glass and Closure 
Division, 916 Arch Street, Lancaster, Pa. 


. Armstrong’s Yt oe oe eS 
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HEAT-SEALED ALUMINUM FOIL fg; 














a 
P Another popular foil package 


. .. air-tight, moisture- proof, 


light-proof, and low in cost 





Look for a lot of packages 
like this before long. Heat-sealed Aluminum Foil is a “comer.” 

Question is: Would your product be better protected, easier to 
use, faster selling if packaged this attractive but inexpensive way? 

The Edgeworth Pocket Pouch may help you answer that. It con- 
sists of lithographed Alcoa Aluminum Foil laminated with a | * 
strong sheet of Pliofilm* on the inside. Sheets of this “metal Lo 
fabric” are cut from rolls, then folded over at one end and heat- ; 
sealed along the sides to form a pocket. After the pouch is filled, Ry 








COST LITTLE. Made inexpensively from 
rolls of lithographed Alcoa Foil laminated 
with Pliofilm. Pouches are shipped to Larus The result: An airtight and moisture-proof package that keeps 


Reo: pale fee mee ae final ‘heat-sealing, tobacco from either drying out or getting soggy. It is also light- 






the pocket is heat-sealed. 








EDGEWORTH ’ proof. Strongly resists tearing and is convenient to carry and use. 









ins NEW alt Suppliers who collaborated in the development of the Edgeworth 
Mf istirepte 2 






Pocket Pouch include: Aluminum Company of America, pro- 






ducers of Alcoa Aluminum Foil; Goodyear, producers of Plio- 






film; Shellmar Products Company, fabricators of the pouch. 






If your product needs extra-protection from air, light, and 






gain or loss of moisture, investigate heat-sealed Alcoa Aluminum 






Foil. It can be made up in various ways for different types of 
- packages. Write ALUMINUM CoMPANY OF AMERICA, 2129 Gulf 
Building, Pittsburgh, Pennsylvania. 





SELLS FAST. The attractiveness and con- 
venience of the pouch have made a great 
“hit with smokers, resulting in large sales 
and re-sales at tobacco counters. 











*Trade-mark, product of The Goodyear Tire & Rubber Company 


-ALCOA 
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sects EDGEWORTH vue su 
FAST AND FRES 


STAYS FRESH. Natural moisture is sealed IN and air-borne moisture 
is sealed OUT, keeping the tobacco just right for good smoking. 


VALUMINUM FOIL 

















Packagin 


o the hardware and home furnishing trades, pack- 
aging in former years was something “‘great for the 
other guy but not for us.”” An item such as stair 
treads—small sections of carpet cut to size and edged 
at the factory—would simply have been regarded as 


Detailed instru<tions are well illustrated to simplify installation. 
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Fourteen stair treads 
sufficient for an average’ 
stair case, are housed 
as an easily and conven- 
iently handled unit in a 
sturdy folding carton. 
Identification of product 
design is facilitated by an 
oval, transparent window. 


Bigelow-Sanford converts hard-to-sell stair 
treads into an attractive over-the-counter item 


unpackageable and would, at best, have received a 
plain kraft paper wrapping. 

But industry attitudes change and the Bigelow-San- 
ford Carpet Co., Inc. has recently found that packaging 
of an item of this sort is a far simpler task than it would 
seem to be at first glance. Having undertaken the 
task, they discovered too that they had converted the 
product from an accessory that dealers were never too 
anxious to push, into an item easily displayed, easily 
stocked and easily sold at good profit. 

The means of this transformation has been a simple 
folding carton made of a 32-pt. combination board with 
kraft base and white liner. The brilliant white surface 
of this board is printed in brown and tan in an attractive 
design built around a transparent window of heavy 
cellulose acetate through which the pattern of the carpet 
used in making the stair treads may be seen. This 
eliminates the necessity for opening individual cartons 
to identify the stair treads within. 

Credit: Box designed and manufactured by Robert 
Gair Co., Inc. Transparent window Lumarith Protec- 
toid manufactured by Celluloid Corp. 
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GET YOUR PACKAGE 
OUT OF THE CROWD 


D..: your metal package follow the 
crowd ... or is it new, distinctive, 
colorful? Heekin is not merely in the 
business of making tin cans covered 
with colors. From the chemists who 
supervise the grinding of the basic col- 
or, to the pressmen on the huge presses, 
there is a desire to make your metal 
package a thing of beauty . . . a part 
of your product. Heekin believes in 
personal attention for every order. 


The Heekin Can Co., Cincinnati, Ohio. 
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he Revlon Products Corp. is best known as a manu- 

facturer of nail polishes and accessories. In ex- 

panding its line it has introduced two new products 
in the form of a hand lotion and a hand massage cream— 
products that enter a highly competitive portion of the 
cosmetic field. Jt has therefore chosen to seek the sale 
of both items as a unit by selling an idea to the beauty- 
conscious female, rather than by any direct appeal con- 
cerning the product itself. 

The idea is simply that both items are required to 
keep hands in attractive condition—the hand lotion 
being utilized for daytime application since it disap- 
pears from the skin, leaving no sticky deposit or moist 
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Selling Milady an Idea 





is Revlon’s way of selling 
three products as a unit 











surface. The hand massage cream is designed for use 
at bedtime. 

To graphically present the idea to a beauty conscious 
public, the company has prepared a set-up box with a 
die-cut platform insert holding the two packages. A 
pair of light-weight, washable mittens is provided with 
the package and designed to be drawn over the hands 
after the application of the massage cream. These are 
attached to a die cut card which the dealer inserts up- 
right into the package when it is placed on display. 

The entire intent has been to present the two pack- 
aged products and the mittens as a complete outfit for 
the maintenance of attractive (Continued on page 96) 


A sturdy and substantial set-up 
box is used to link together the 
three itemsof the Revlon Hand Kit. 
The descriptive circular duplicates 
the design of the box top. Note 
price label in foreground and man- 
ner in which the mitten card 
is inserted for display purposes. 
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AUTOMATIC AGE 


WEIGHING INTO BOTTOM SEALING— 1902 
PASTE eer BOXES TOP SEALING— 1903 


¢ « ¢ But before that, a plain carton with a glued and 
printed wrapper was made and assembled by hand, then 
filled the same way — the date 1885. There were no really 
suitable cardboards that could be printed and so a wrapper 
had to be used. 

But in this century fine printing surfaces have been de- "Lacmmet saa 
veloped—Lowe Paper Company began making Ridgelo 
clay coated boxboard in 1906. Mechanical improvements 
for filling, weighing, sealing made these folding units the 
most economical and flexible of package types. 

Smooth, rigid, clean—designed for modern automatic 
production, Ridgelo clay coated boxboard is the finest 
folding carton material you can use. It is stocked in gold, 
silver, sixteen stock colors, all thicknesses of white — many 
special finishes to meet your needs. 

REMEMBER — attractive carton designs deserve Ridgelo 
clay coated —all others need it. 


BOXBOARODS 


MADE AT RIDGEFIELD, N. J. 
BY LOWE PAPER COMPANY 


Representatives: E. C. Collins Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago 
H. B. Royce, Detroit * Zellerbach Paper Company, Pacific Coast « A. E. Kellogg, St. Louis j 





\ewe Idea in Ye Olde Fashions 


John Bradshaw utilizes novel wooden containers to win 
display space and consumer preference for novelty cosmetics 


he soap and cosmetic industry has turned, in the 

last two years, sharply away from the modern 

school of design. Outstanding sale successes have 
been scored by packages designed on historical themes— 
particularly Early American themes. Most of these 
packages, however, have been made of such modern 
materials as fancy paper, molded plastics, etc. 

The John Bradshaw Co., however, has recently 
brought out a line of toiletries utilizing the perfume 
scent of the old-fashioned Woodbine. Quite logically, 
it has adopted a series of wooden containers, some of 
which reproduce articles commonly used by the early 
settlers of New England. Other containers, particu- 
larly two figures—Miss Boston, a hoop-skirted, sun- 
bonnetted, wooden doll and the Governor, a wooden 
figure with wide, capped coat—utilize wood to convey 
an old-fashioned impression without actually reproduc- 
ing an antique piece of wooden wear. 

The five original items—the Boston girl for perfumes, 
a wooden jug of after-shave lotion, a maple sugar kettle 
holding sachet, a patch box likewise for sachet and a 
butter churn for talcum powder—have since been sup- 
plemented by the Governor figure for talcum, a barrel- 
shaped mug for shaving soap, a decanter for toilet water, 
a salt box for bath salts and a log box for cold cream 
soap. All the packages are sealed by blue Scotch tape 
matching a blue ribbon from which is suspended a gold 
foil brand tag. 

Left: Four of the Bradshaw items as they appear 
on the dealer’s counter. Below: The doll-like 


figure of Miss Boston opens to disclose a small 
vial of perfume, nested in blue shredded cellulose. 
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he display contest has long been recognized as a 

legitimate and fairly inexpensive device for se- 

curing the effective utilization of display materials 
by retailers. Contests have the further advantage of 
heightening dealer interest in displays and in the mer- 
chandise related to the displays. 

Yet all too often this device is not utilized by manu- 
facturers simply because they have heard of others who 
have had unpleasant experiences with it or because they 
do not know how best to handle the operations of plan- 
ning, promoting and completing a competition of this 
sort. For such manufacturers, the recent experience of 
Abbott Laboratories with such a contest should prove 
most interesting. 

The Abbott contest under discussion is the second 
which the company has run. The decision to enter upon 
this promotion was made largely on the basis of the suc- 
cessful results of the first competition and at the present 
time a third competition is under way. Thus it will be 
seen that the Abbott case history is a success story and 
that Abbott Laboratories methods are well worthy 
of study and emulation. 

The contest was announced to dealers through trade 
advertisements and through the Abbott house organ, 
“What's New.” Basing its decision upon the experi- 
ence had through the first trial contest, the second 
contest offered 146 prizes with a total value of $2500. 


Formula for Contest Success 


DISPLAY 


FoucATIONAL jl 
REQUIREMENTS 


First award in the Abbott display contest went to The Staudt and Neumann Phar- 
macy, Aurora, IIl., which devoted its entire store front to a well-planned display. 


Abbott Laboratories have learned how to win 
dealer cooperation and how not to lose friends 


This procedure is now being followed on the third con- 
test as well, first prize in both cases being $500. Prizes 
graduate downward from $250 for second prize to $50 
for fifth and sixth prizes with 140 additional prizes of 
$10 each. 

In this respect the competition is in line with many 
consumer contests where experience has proved that it 
is desirable to have both a small group of large and 
very worth-while prizes plus a large group of small 
so-called “consolation prizes.” The large prizes serve 
the purpose of making it well worth while for the con- 
testants to expend substantial effort and even money 
in an attempt to win. The consolation prizes serve to 
assuage the feelings of those who do not win the major 
prizes and serve to reassure those who doubt whether 
entry is worth while by emphasizing the fact that there 
will be many winners. The method thus guarantees 
both the largest possible number of entrants and the 
largest possible interest and effort on the part of the 
individual entrant. 

The rules of the contest were quite simple. Contes- 
tants were required to utilize either of two Abbott dis- 
play pieces. One was an ethical pharmaceutical dis- 
play publicizing the importance of the pharmacist, the 
physician and the research laboratory. The second 
was a display unit for Abbott vitamin products. In 
addition to the display piece, contestants were allowed 
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Second prize winner was 
this window which exeme 
plified the idea of gam- 
bling with health by 
means of two giant dice 
flanking the central 
vitamin display unit. 


Third prize was won 
by this window which 
used the ethical display 


together with acces- 
sory fixtures construc- 
ted by the druggist. 


Second window in the 
third prize display was 
built about the Abbott 
vitamin unit. Note the 
unusual giant fountain 
pen and prescription pad. 











to employ any supplementary material they desired to 
select. The display was required to remain in the 
window of the contestant’s store for at least one full 
week during the seven-week contest period. 

Entry was made by submitting a single, clear, de- 
tailed photograph of the window. Each contestant 
was permitted to submit as many different installations 
as he desired, provided that the rule respecting one 
full-week display applied to each installation. The 
vitamin display and ethical display were made available 
to druggists with small qualifying orders of Abbott 
drug products. 

The prize-winning windows were selected by a board 
of independent experts including Sherman K. Ellis, 
president of the Sherman K. Ellis Advertising Agency, 
New York, N. Y.; Edgar Lieberman, display manager 
of Rich’s, Inc., Department Store, Atlanta, Ga.; and 
Rene Perrault, president of the Montreal Advertising 
Club, Montreal, Que. The usual provisions as to final- 
ity of decision and duplication of decisions in the cases 
of tie were incorporated into the rules. 

Promotional material describing the contest carried 
a number of suggestion sketches designed to show 
dealers some of the possibilities of window display in- 
herent in the display units. The accompanying text 
likewise emphasized these points. 

“There are a large number of themes any of which 
would be appropriate in a contest of this nature. If 
you decided to employ the new Abbott vitamin display 
in your contest window, you could feature the biological 
assay for vitamin potency or the importance of having 
vitamin prescriptions filled by a pharmacist or the 
sources of the vitamins in various vitamin products. 
If you decide to use the ethical display piece, you could 
feature the accuracy and care employed in filling pre- 
scriptions or the number of prescriptions filled every 
day, month or year in your store or the sources of 
medicinals. 

“You are not restricted, of course, to these themes. 
They are merely given here as examples of themes 
which would be appropriate. The important thing to 
remember is that a window display is much more effec- 
tive if it employs only one theme rather than several. 
In other words, you should concentrate your efforts 
in a particular display on telling one story—and telling 
it as dramatically and forcefully as possible. 

“There are several pitfalls to be avoided in decorating 
your window. Over-crowding is one. Filling the win- 
dow with too many items distracts attention from your 
central theme. 

“Another pitfall is poor visibility. Make certain that 
your window is amply lighted. Keep the window glass 
free from banners, streamers and other advertising 
materials which restrict visibility. People won’t 
squint or strain to see a display no matter how in- 
teresting it is—the window must be made easy to see or 
people are likely to ignore it entirely.” 

The following instructions for the taking of pictures 
and their marking might well be used by any manufac- 
turer sponsoring a display competition. 
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2-G-7. Fourth, fifth and sixth prize 
winners are here shown in that order. 


“Since the displays entered in the contest are to be 
judged entirely by pictures, the photograph you sub- 
mit should be as clear as possible. If the picture is 
made at night, be certain that street lights and nearby 
electric signs don’t reflect on the window glass. Trick 
photographic effects are not desirable. You should 
submit only one picture—the one which you believe 
gives the most comprehensive view of your display. 

“The photograph should be clearly marked on the 
back with the store’s name and address. For this pur- 
pose it is better to use one of (Continued on page 96) 
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A dignified counter 
fixture is the Parker 
writing lamp with cast 


bronze penholders and 
ink bottle receptacle. 
The fluorescent light 


concentrates attention 
upon the product pre- 
sented in  conjunc- 
tion with this fixture. 


Fluorescent Lamp Display 


The Parker Pen Co. secures over 50 per cent 
dealer participation in demonstrating future deal 





o develop a display is often a complicated problem. pedestals matching a bronze pen-holder and a similarly 
To make dealers use the display is a greater prob- finished ink bottle-holder attached as overlays to the 
lem. To make them willingly pay for the display tap of the lamp base. Thus all the accessories for 
is to jump a very high hurdle indeed. Yet within the fountain pen demonstration and sale are contained in 
past few months the Parker Pen Co. has introduced the single fixture. 
a new fixture for the demonstration of its pens and the Advertising is restricted to the appearance of the 
illumination of its trade name into the stores of fully words “Parker Pens” as cutouts on the front portion of 
50 per cent of its Class A customers. the lamp shade, each letter being illuminated by the 
The feat was accomplished through the development single fluorescent tube which provides the downward 
of a fluorescent case-top or counter lamp designed for stream of light as well. 
use on the pen sales counters of fine stationery and The new fixture was presented to dealers on a com- 
other shops. The lamp is designed to throw a beam bination free goods offer, the dealer receiving mer- 
of rich daylight-effect illumination on the top of the chandise of a value sufficient to offset the $15 or $20 
counter, concentrating attention on the merchandise cost of the lamp (depending upon the type of voltage 
which is being demonstrated and emphasizing its at- selected). While the offer was so worded as to make 
tractive qualities. the dealers obligation quite clear, the device proved 
A solid matched walnut base houses the current ad- sufficiently attractive to secure the placement of over 
justing mechanisms and is topped by two metal stand- 3500 units within a period of a few months among a 
ards which in turn support the adjustable light shade. total of some 8000 Class A retail distributors. 
At the foot of the standards are bronze decorative Credit: Display developed by Van Dyke Industries. 
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Tool Buvers “From Missouri’ 


so Stanley designed ‘‘show me” displays 
that encourage screw driver examination 


o the man who never uses them, a screw driver is I. The two Stanley displays as they appear on the dealer’s 
just a screw driver. To the carpenter or the counter. Note how these sturdy units effectively present a 
handy amateur, this tool is as important as any wide range of tools in full visibility. 2. With side tab pulled 
other and is to be selected from among its wide number back, construction of the dual platforms is clearly visible. 
of varieties with the greatest of care. In short, screw 
drivers can profit by intelligent display—a thesis which 
has been amply demonstrated by the sales results 
achieved by two new units recently sponsored by 
Stanley Tools. 
One design of the display of less expensive drivers, 
ranging in price from 10 cents to 50 cents, consists of a 
sturdy platform having receptacles for four groups of 
three tools each, so arranged as to present an interesting 
and attractive appearance. The set up is designed to 
show each family of tools in the fullest detail without 
requiring the removal of any items from the display. 
For this reason, two of each group of three are placed 
handles downward into die-cut holes in the display 
platform, permitting a full examination of the forma- 
tion and structure of the driver heads. The third tool 
in each case is placed with the head downward permitting 
an equally close examination of the handle. The unit is 
adequately and clearly marked to identify each tool by 
size and price. The structure of the display, while ex- 
tremely sturdy, is relatively (Continued on page 94) 
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The Loose-Wiles Biscuit Co. has adopted a new floor dis- ce 
play stand for Sunshine Krispy crackers. The stand, ti 
made of red colored kraft and printed in yellow and blue, ol 
is sturdy enough to hold several dozen individual packages. fe 
By means of the stand, the product is brought to convenient D 
height and the large capacity of the stand insures at all times 
that an ample supply of Krispy crackers will be displayed in a f 
convenient place. Stand designed and made by Robert Gair 
Co., Inc. 
tr 
6 Retail stores throughout the country have received or are ce 
receiving this attractive design for Butter Rum Life Savers, b 
either as a case card or in the form of this large display w 
cutout. It is also making an appearance on three sizes of car B 
cards and asahanger. The very simplicity of treatment makes Pp 
this design a forceful selling piece, with its excellent combina- is 
tion of product package and the product itself in the copy ‘“‘So m 
1 good.”’ Promotional material created in collaboration with m 
Life Savers, Inc., and lithographed in full color by The Forbes P 


Lithograph Co. 


- 
e). Inthis display, Little Miss Griffin, well-known in promotion r 
3 pieces for Griffin shoe polish, again actually ‘‘modeled”’ for 
her photograph, just as a living mannequin would. This al 
time she is dressed up as a schoolgirl just about ready to begin Se 
her day with a shine. In the background schoolbells ring the w 
well-known Griffin theme “It’s time to shine’ to complete this tl 
delightful composition which is realistically reproduced through th 
the use of direct color photography. Created and produced by al 
Einson-Freeman Co., Inc. Ww 


_A “stopper” in both headline and situation, this Becton- 
Dickinson display adds to its human drama the impact of 
realistic photography. Message and illustration are well 

calculated to make an instant and deep impression on parents 





solicitous for the health of their children. Display created and m 
produced by Einson-Freeman Co., Inc. m 
ul 

The Owens Staple-Tied Brush Co. have adopted this de 

) counter display to merchandise and present to the public i 
the new glass vial tooth brush container. The wire unit is al 

so constructed as to hold each tooth brush container in an in- ti 





dividual slot in upright position. The tiered display permits the 









a 








consumer to easily see all of the brushes presented so that selec- 
tion may be made quickly. Space is provided for the insertion 
of price and copy is held to only the presentation of essential 
facts concerning the product. Display manufacturedby the 
Display Case Co. 


Dog leashes are conveniently shipped, stocked’ and dis- 

played in this folding carton. The Bead Chain Manufac- 

turing Co. wisely utilizes individual folding cartons with 
transparent windows for each chain, thereby permitting the 
consumer to see the product but preventing the product from 
becoming tangled or handled. The cartons are plainly printed 
with the size of chain contained within the individual cartons. 
Back panel design on the display carton, which serves as the 
presentation unit after having served as the shipping container, 
is planned to present facts concerning the product in a concise 
manner. Individual cartons and display carton designed and 
made by Warner Brothers Co. Transparent material, Lumarith 
Protectoid, a product of the Celluloid Corp. 


This new Eaton Paper Corp. window display, shown here 

set up with a suitable assortment of Highland writing 

papers, is simply designed and well executed. The mirror 
and wall paper shown in the 25 in. by 40 in. display are repre- 
sentative of such articles found in homes of good taste. The 
whole atmosphere, created by the patrician woman framed in 
this background,-is one that should be found suitable for use in 
the windows of the finest stores. Clever die-cutting adds to the 
attractive reproduction by giving an impression of detailed 
wood carving. Display created and lithographed in full color 
by The Forbes Lithograph Co. 


Leading department stores are receiving this handsome 

display for Bates bedspreads. The display ties in with 

Bates’ campaign of color advertisements in national 
magazines. Thus the display card here shown bears the 
message ‘‘As featured in Vogue.’’ Other card inserts may be 
utilized to correlate with seasonal promotions. The unit is 
developed in wood and finished in pigment lacquer colors. 
The metal arm to the right holds a bedspread and swings back 
and forth, attracting consumer attention and focusing atten- 
tion upon the bedspread itself. Display designed and manu- 
factured by Kay Displays, Inc. 
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Beech-Nut 
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SEE HOW 
NEATLY WE’RE 
WRAPPED 


WHY NOT 
TAKE US 
HOME! 


Good design, attractive colors, enticing dis- 
play of the product, and neat, flawless wrap- 
ping all combine to give these Beech-Nut 
packages strong sales appeal. 

Close examination of each package shows 
how well the wrapping machine did its part 
in producing this attractive result. The 
printed panels on the transparent cellulose 
are perfectly registered on the edges of the 
package...end-folds and bottom seams are 
firmly sealed...and the tension of the wrap- 
ping material over the tops of the packages 
is just right, so as to produce a smooth, glass- 
like window through which the products are 
clearly seen. 


All three of these packages are wrapped on 
our FA-Q machines. Our machines are doing 
equally efficient wrapping jobs for many other 
leading manufacturers. 

If you go into any grocery store, drug store, 
or candy store, you will find many examples 
of the work done by our machines—packages 
that are striking and appealing, that catch 
the eye and sing out “Buy me!” 

When you have a packaging problem— 
whether it be to wrap a new product or to 
give an old product greater sales appeal— 
bring it to us. 


Literature on request 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK CHICAGO 


Mexico, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd 
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PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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I. Rotary outage detector 
which is used in conjunc- 
tion with carton filling and 
top sealing machines. The 
‘fingers’? descend into each 
carton, permitting only 
those containers which are 
filled to the correct height to 
pass on to the top sealing 
mechanism. Photo courtesy 
Pneumatic Scale Corp., Ltd. 


Checking and Sorting Devices 


ackaging machinery has become increasingly com- 
plex as packages have become more highly developed 
and as production speeds have increased from 20 to 
30 per minute to norms of 60, 90, 120 and higher. 
With this increase in production speeds, two special 
types of problem have developed. One has called for 
means of inspection of the performance of the machine 
more accurate and speedier than the operator’s eye. 
The second has called for means of handling the out- 
put of the machine capable of speeds comparable to 
those of the newer types of packaging equipment. 
In short, it has become necessary for industry to develop 
checking, inspecting and sorting devices to eliminate 
bottlenecks in the production line. 
The need for these devices—and particularly check- 
measuring and check-weighing devices—has been 
further accentuated by the increasing stringency of 


Many varieties facilitate the automatic 
operation of package production lines 


packaging law. Slack filling is illegal today. Toler- 
ances of departure from indicated weights are far 
closer and narrower than those allowed even a decade 
ago. Export regulations and local state and city regula- 
tions, as well as the rules of shipping agents and trans- 
portation media, have likewise become far more strict. 

But science has not failed the packager. A wide 
series of devices are now available capable of solving 
almost every inspection or sorting problem. Some of 
these units utilize purely mechanical principles. Others 
utilize the comparatively recently developed electric 
eye to achieve their ends on high speed. Still others 
have borrowed from the physician principles of the 
X-ray to permit inspection of the internal organism of 
the package without requiring the opening of the con- 
tainer itself. 

On the materials handling end of the problem, the 
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same principles have been put to use to permit of 
rapid sorting and distribution of packages. Such 
sorting is sometimes done by weight, sometimes by size 
and, in some instances, by color of container or of a 
portion thereof. 

Perhaps the simplest of checking devices—in prin- 
ciple, if not necessarily in construction—are the so- 
called outage detectors which are used to determine 
the level of fill of dry product cartons. These are of 
various types—straight line and rotary—all using the 
principle of the mechanical finger which is inserted into 
each package. Should the finger find itself able to 
descend further into the body of the package than a 
correct fill would permit, a mechanism is set in motion 
which throws the package off the line. Straight-line 
detectors are located at the delivery end of high-speed 
weighing machines and check packages as they leave 
these units. One type automatically stops the weigh- 
ing machine if packages pass through which are not 
filled to the correct height. The machine operators 
then carefully examine the weighing unit and the 
trouble is located on the particular scale where the 
error has occurred. 

Another straight-line type utilizes a circular disc, 
set vertically above the packages on the conveyor line, 
with a series of pendulums or hanging members. This 
is set so that if the material is up to the desired height 
in the carton, a hanging member comes to rest on the 
top of the material and is pushed up slightly as the 
disc moves down. If, however, the material is below 
the desired height in the container, contact will not be 
made with the hanging member. Failure to make this 
contact permits a throw-out switch to operate causing 
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2. Straight-line outage detector. The pendulum fingers on the di 
vertical wheel at the top descend into each passing carton. Un- ot 
less the finger touches the packaged material at the proper height im 
of fill, carton and contents are thrown off the line into the on 
| bin. The contents is later repackaged. Photo courtesy Stokes po 
& Smith Co. . Over and under weight checking mechanism. : 
| Containers which do not match the standard weight container are th 
automatically deflected from the conveyor line by the pusher bar. th 
| Photo courtesy Fred F. Goat Co., Inc. 4. Sorting scale for en 
weighing containers prior to filling. Light and heavy weight con- fin 
tainers are separated from the standard weight units and from each to 
other by this mechanism. Photo courtesy Merrick Scale Mfg. Co. int 
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o-G6. Electric sorting machines utilizing photo-electric equipment perform numerous product sorting operations, par- 
ticularly in culling beans, peanuts, coffee and lemons. Separation is by color or shape. Similar mechanisms can 
be used to separate packages. Photos courtesy Electric Sorting Machine Co. @. Carton checking scale to determine 
percentage of packages of each of eleven weights being produced. A graphic recorder shows how packages vary from 
desired normal weight. Machine is automatic and continuous in operation. Cartons below a minimum weight stop the 


machine and, if desired, the entire packaging line. 


Photo courtesy Toledo Scale Co. &%. Check-weighing scale as 


used for export shipments of gasoline. Capacity 56 cans per minute. Photo courtesy Merrick Scale Mfg. Co. 


a pusher device to throw the faulty package out of the 
line. Usually this is pushed into a container or bin 
with a screen in it so that the material is separated 
from the carton. The material may then be returned 
to the filling machine hoppers and the cartons either 
discarded or disassembled for possible re-use. In 
other plants where this type of machine is in use, 
improperly filled cartons are pushed onto a table or 
onto a second conveyor belt and are collected and dis- 
posed of by hand. 

The third type uses a rotary mechanism located on 
the line at a point immediately before the entry point to 
the top filling machine. Filled and weighed packages 
enter this rotary detector and are inspected by feeler 
fingers which descend into each package. If the fill is 
to the correct height, the packages are permitted to go 
into the top sealing device. Slack filled packages are 


by-passed onto another conveyor where they remain 
until checked by an operator. This operator may add 
by hand a sufficient quantity of material to bring the 
fill up to the correct point. The rotary device is 
located immediately adjacent to the top sealer so as to 
eliminate possibility for something to happen to the 
container during the period of passage on a conveyor 
from inspection to top sealing unit. 

Another type of checking and sorting mechanism 
operates by weight rather than by height of fill. This 
is sometimes advantageous when dealing with materials 
which vary in their ability to settle into the package 
according to atmospheric or other variable conditions. 

One type which has achieved fairly wide usage is set 
into the conveyor line so that packages are passed over 
a weighing pan. Each package is momentarily lifted 
from the conveyor chains for weighing. On the oppo- 
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9%. Check-weigher used on cartons to make sure that no 


package has been omitted. Photo courtesy Merrick Scale 
Mfg. Co. 10. Check-weigher for examining shipping car- 
tons, operation similar to that of unit immediately above. 
Photo courtesy Merrick Scale Mfg. Co. EI. Photo-elec- 
tric equipment to count cases of beer passing along a 


conveyor belt. Photo courtesy General Electric Co. 
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site end of the scale beam, a. pan carries a standard 
weight container against which each successively pro- 
duced package is to be tested. Containers which bal- 
ance or over-balance the standard container are re- 
deposited upon the chain and carry straight along the 
conveyor line without interruption. Containers of 
insufficient weight to balance the standard are auto- 
matically shoved off the conveyor by a pusher bar. 

This unit is so designed as to permit of either con- 
tinuous or intermittent use. It may be thrown in or 
out of operation by a clutch handle. When the clutch 
is “out,” the weighing mechanism does not rise to 
interrupt the passage of the containers along the con- 
veyor. When the clutch is “in,” each package is 
subjected to check. 

Another type of sorting scale is used to examine 
packages prior to filling rather than filled containers. 
Since the weighing of a filled container gives only a 
check on the total weight, it is sometimes desirable— 
and even efficient—that the weight of the container 
itself be predetermined, since variation from the norm 
on the part of the container will introduce an opposite 
variation in the quantity of product required to bring 
the filled package up to the predetermined weight. 

Articles to be check-weighed are fed to the scale which 
pushes aside the under-weights or the over-weights to 
pass onto the filling machines. Since light packages 
are separated from heavy containers, it is possible, at a 
later time, to reset the scale, make compensating ad- 
justments on the filling machines and thus to utilize 
both the light and heavy containers if these occur in 
appreciable quantities. By this procedure, it becomes 
possible to make certain that exact weights of product 
are filled into all containers and hence to assure that 
net weight imprints on the package are accurate. 
Speeds up to 60 containers per minute are achieved by 
these machines and tolerable allowances of as small as 
approximately five grains can be had under normal 
operating conditions. 

In checking individual packages, particularly on 
candies, peanuts, bulk dried vegetables, breakfast 
cereals, etc., it is frequently desirable to ascertain 
whether or not foreign material has found its way into 
the product. Both the law and the integrity of the 
manufacturer combine to keep the food processor con- 
stantly on the alert to avoid the presence of foreign 
contaminating substances. To aid the manufacturer 
in the detection of these substances, a number of de- 
vices have been developed. 

Bulk products are passed over magnetic screens for 
instance. This method however cannot be utilized 
after the package is filled. A newer method, which 
can be applied at any point in the production process, 
involves the use of X-ray equipment. X-ray inspec- 
tion permits the examination of the finished product 
after it has been packed into the carton. In this way, 
it can be used to locate foreign materials in the package 
as well as in the product. It can also be used to give a 
final check on the fill of the container—particularly 
on products such as assorted candies where the absence 
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of a single unit on a lower layer would not be disclosed 
to the eye of an inspector. 

X-ray inspection of foods and other packaged prod- 
ucts utilizes a fluoroscopic method. The products are 
carried on a conveyor belt over the source of X-radia- 
tion and under a fluoroscopic viewing screen. Sta- 
tioned in a darkened booth or looking through a dark- 
ened hood, the inspector or operator sees on the screen a 
hrilliant image of the material being carried on the 
conveyor belt. In the examination of nuts, beans, 
coffee, etc., it is possible for the operator to quickly 
differentiate between these and such foreign bodies as 
stones and dirt balls, even though the latter may ap- 
proximate the product itself in shape and size. In fact, 
X-ray examination gives the food inspector an opportu- 
nity to look through, instead of at, the material. 

This type of inspection has more recently been ap- 
plied to other packaging fields—notably the frozen 
fruit and frozen vegetable industries, the cereal and 
cookie industries, the meat packing, sausage, pie bak- 
ing and pharmaceutical fields. 

A typical visual inspection X-ray unit for use on rec- 
tangular products consists of an X-ray generator placed 
inside a lead-lined box which is ventilated by a motor- 
driven fan. This is located immediately below a table- 
high conveyor -belt on which the packages parade. 
The belt runs through the hooded tunnel on either side 
of which are located viewing screens. When the 
operator sees a package containing a foreign body, he 
depresses a mechanical ejector. This causes a cor- 
rugated roller, which rotates on its axis parallel to the 
edge of the belt, to push the package through the re- 
jection chute. Later, the rejected packages can be 
opened and hand sorted and the good materials re- 
claimed. A single operator can, it is claimed, easily 
examine most products for foreign materials on this 
unit at a belt speed of 50 ft. per minute. 

Similar units have also been devised for the inspec- 
tion of packages having a round cross section. These 
packages are conveyed between the X-ray generator 
and the fluoroscopic screen with the long dimension of 
the package at right angle to the long dimension of the 
tunnel. As the packages pass under the X-ray screen, 
they are rotated. This rotation materially increases 
the effectiveness of the inspection because any foreign 
matter will, at some instant during the rotation, be in 
such a position that the primary X-ray beam must 
penetrate its maximum dimension thereby obtaining 
the best contrast possible between the foreign body and 
the material. 

Checking and sorting devices are also widely utilized 
in the handling of shipping containers. In the tobacco 
field, for instance, check-weighing scales are used on 
loaded shipping cartons of cigarette packages to pro- 
vide a check as to the total weight of the several thou- 
sand cigarettes contained (Continued on page 94) 


I2. Photo-electric control utilized to stop vertical lift 
when box intercepts light beam. This prevents piling up of 
boxes. Light beam is placed at an angle to take care of 
boxes of varying size. Photo courtesy General Electric Co. 
133. Height deflector as used in large tooth paste plant 
Photo courtesy Alvey-Ferguson Co., Inc. I4. Hand- 


operated deflecting switch as used in large bottling plant. 
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I. General view of 
the Bohack Company’s 
bacon packaging set- 
up. Note how the 
low scale height 
clears working areas 
and facilitates the 
work of operators 





Ingenious Weighing Fixture 


Bohack Co. uses under-table scale mountings to 
clear working areas and minimize employee fatigue 


uch as machinery manufacturers may try to In operation the process is simple and yet perfect 
anticipate the needs of packagers in designing accuracy is assured. The conveyor belt brings the 
their equipment, there will always be innumerable sliced bacon to the operators who remove each package, 
instances in which plant production men will develop checks its weight and make any necessary corrections. 
modified ways of utilizing machinery to meet special Zach girl easily does 216 of the 8-oz. packages per hour. 


plant conditions. Sometimes these modifications are 
simple and obvious. Sometimes they take on the 
complexity of a Rube Goldberg invention. 

One falling somewhere between these two extremes 
is the method developed by H. C. Bohack Co., Inc., to 
simplify the weighing and check-weighing of 8-oz. 
packages of bacon. Eight weighing stations are lo- 
cated in two rows along a work table in the company’s 
bacon packaging room. The table is divided in the 
center by a beit conveyor which brings the prepared 
sliced bacon up to the packaging operators and removes 
the finished product. At each weighing section a 
scale of the predetermined weight type has been in- 
stalled in such a manner that only the indicating por- 
tion is above the table. 

This compact arrangement was achieved by resting 
the base of the scale a foot and a half or so below the 
level of the table on a shelf. Then a 7'/: in. metal 
column was mounted on the scale platform and a flat 
platter placed on it to bring the weighing section a scant 
inch above the table’s surface. This makes it possible 
for each operator to work comfortably and quickly in a 
minimum amount of space. 


Credit: Scales supplied by the Toledo Scale Co. 





2. Detail shows method of mounting scale below table. 
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OR wrapping objects or articles of various shapes, using a 
sheet of PLIOFILM (Goodyear’s exclusive new synthetic, 


moisture-proof, clear crystal sheet), stretched tightly and smoothly 


and sealed at the same time, giving protection from dust, air, 


moisture and handling. 


When heated to proper temperature PLIOFILM may be 
stretched and extended to several times its original area, thereby 


effecting quite a saving in material costs. 


The machine can be used for various sizes of articles, for moderate 
changes in size and shape of the articles no change is necessary. 
For greater changes in size different holding forms can be sup- 


plied to accommodate various widths of PLIOFILM. 


The machine requires one operator and has a capacity of approxi- 
mately 10 or more per minute. A few of the wide variety 
of products which may be wrapped by this method are shown 
above. Send us samples of your products or packages — we will 


“Stretchrap” them and return them with complete information. 


STOK E(SayMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U. S. A. 





190-12K 
GOLD. FILLED 


with DIA-FLEX STRAPS 
Ameri an Optical Company. 


Parkland 


CENTER 





he American Optical Co., as the world’s largest 

manufacturer of ophthalmic products, manufac- 

tures a large variety of gold-filled eye glass frames, 
nose bridges, rimless centers and other attachments 
and fittings for eye glasses. Because it has found 
that gold-filled merchandise is attacked by certain 
chemicals used in ordinary printing inks and papers, 
it has recently conducted extensive research to stand- 
ardize its specifications for these materials in order to 
protect its product against corrosion, tarnishing and 
blackening. These precautionary tests assure op- 
ticians and their patients that no matter how long the 
products are stored before sale, there will be no dete- 
rioration due to tarnishing. 

A special process for analyzing printing inks and 
papers, developed in the company’s laboratories, has 
been widely copied throughout the industry. This 
calls for use of a cylindrical funnel with a stopcock, 


sealed into the side of a 250 cc. Erlenmeyer flask. A 
filter tube, set into a cork stopper, fits into the top of 
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In order to protect the gold- 


filed items attached to 
these display cards against 
corrosion, tarnishing and 
blackening, paper stocks, inks 
and even cellophane wrap- 
pings are laboratory tested 
for tarnishing sulphides. 
Only materials which pass 
these specific tests are utilized 
by the American Optical Co 


i 


OGDEN - FLEX 


110 12K 


1 Conpany. 






Procedure 


American Optical Co. chemists develop 
tarnishing sulphides detection tests 


the flask. A cloth, sensitized by a slightly acid solution 
of lead acetate, is fitted over the top of the filter tube. 

- In making the test, chemists place 2.0 grams of 
paper sample (or 0.2 gram of printer’s ink) in the flask, 
adding about 50 cc. of water. The water in the flask 
is brought to a boil and about 5 cc. of dilute sulphuric 
acid allowed to flow in slowly. If tarnishing sulphides 
are present in ink or paper, a gas emerges which 
darkens the sensitized cloth. One part in a million 
of the tarnishing sulphides is easily detected by this 
test. A number of packages developed according to 
the above formula are illustrated herewith. 

It is interesting to note in respect to these packages 
that tarnishing agents have been so far eliminated from 
the inks that it was possible to utilize package designs 
calling for very substantial ink coverage. The cards 
also carry heavy varnish or lacquer coatings. 

Credit: Printing inks and paper stocks developed by 
Dennison Manufacturing Co. in cooperation with the 
user. Printed by Dennison Manufacturing Co. 


~~ =~ 45» noel CUT 


es he ww = 4 Oo BS «6D Ul 










Precucilicy 






S Small Hi-Speed Double 
PaQkage Maker forms and seals its 
own liners from roll stock and thuselim- 
inates the expense of buying and insert- 
ing ready-made bags. 


The Pneumatic liner hugs the inside 
carton walls and occupies only about 
3% of the carton’s volume. The correct 
measure of dessert, is filled into the 
lined carton, settled to the score line 
and then lining top is multi-folded and 
locked. Lining closure occupies approxi- 
mately 5% of carton’s volume and can 
be heat sealed if so desired. 


Because this method lends itself to the 


~PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 





NEW DESSERT PACKAGE 
INSURES INCREASED PROFIT! 










HERE’S HOW! 


Y 1. Insures a full package. 


"i 2. Eliminates pre-formed 
bag cost. 


YW 3. Guarantees a tight package. 
Y 4. Uses less carton board. 
YW 5. Uses less lining paper. 
"Ae 6. Uses smaller shipping cases. 
YW 7. Machine made at 70 per min. 








production ofa very small lined package, 
it saves on carton board and lining paper 
costs. Lining area for a 314 oz. gelatine 
dessert package would be only 43 square 
inches. Carton board area for the same 
package would not exceed 37 square 
inches. Compare these figures with your 
present dessert package ! 


Add to this, the savings effected by fully 
automatic package making, lining, fill- 
ing and closing at a speed of 70 per 
minute and the result must be ‘‘lower 
cost per container.”’ 


LOWER COST PER CONTAINER 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices: 


CHICAGO - SAN FRANCISCO - LOS ANGELES 





NEW YORK - 
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BAG FOR FROZEN FOODS 


The Menasha Products Co. has announced the de- 
velopement of a new type of bag for the packaging of 
frozen foods having wet contents, known as the Wet 
Pak Parakote bag. The base stock from which the 
bag is made is a paper of high wet strength, one side 
of the paper being coated with a highly moisture- 
proof protective material. The bag closure is made 
by means of a heat crimper after filling. _Hermetically 
sealed, it keeps moisture and flavor contents intact. 
The bag has a firm middle seam and a “double-cuff”’ 





bottom seal to prevent leaking. The high wet strength 
property of the paper utilized in the manufacture of 
the Parakote bag is reported to be an advantage in 
the defrosting of the package. The paper is said not 
to disintegrate when attacked by the moisture-vapor 
condensation which results from temperature change. 
Thus the bag holds its shape until thawing has occured 
and the consumer does not have the mess that results 
from leaky or broken bags. 


CODE NUMBERING MACHINE 


The Lakso Co. has developed a machine capable of 
quickly and accurately printing code numbers and sym- 
bols on labels. The unit is said to be readily adjustable 
for labels from 7/s in. by 1'/; in. to 4"/2 in. by 8'/s in., 
with printing on any part of the label to within '/s in. 
of edge and parallel with short dimension. Variable 
operating speeds of 125, 180 and 250 labels per minute 
are reported to be possible. The machine is equipped 
with hardened steel, hand engraved type wheels of 10 
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NEW DEVELOPMENTS IN PACKAGING MACHINERY * METHODS and SUPPLIES 
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digits each. Special lettering wheels can be readily 
mounted in any combination with numbers. The 
machine is designed for bench operation, overall di- 
mensions being 16 in. by 32 in. by 16 in. high. The 
machine is fitted throughout with oilless bearings and 
equipped with a 60 cycle, 110 volt standard reducer 
motor and 10 ft. cord. With slight modifications, this 
unit is reported to be available for the coding of small 
folded cartons, cards, ete. 





NEW TYING CORD 


Under the name of Cotacord, Freydberg Brothers, Inc., 
is marketing a newly developed package tying material 
—a cord of circular cross section equipped with smooth, 
flexible, brilliantly colored coating. The material, it 
is claimed, is produced to micrometric exactness with 
its diameter standardized through all lengths. 

An extremely wide range of colors are available. 
Cotacord, it is claimed, ties easily without slipping. 
.The coating is not susceptible to cracking, having a 
high degree of flexibility. The material is produced 
by a patented process. 


FLOUR SACK SEALING MACHINE 


General Mills, Inc., has announced the development of a 
new flour sack sealing machine which is capable of 
sealing sacks in the 10-lb. to 24'/2-lb. sizes. Up to the 
present time, it is reported, paper sacks in this size 
range have been bunched together at the top and tied 
with a wire or cord. The new sealer—developed under 
the direction of the company’s designer, Helmer Ander- 
son, and known as the Anderson sealer—is said to 
neatly and perfectly close sacks so that they are flat on 
top, much like the small 5-lb. packages. The result 
is a better looking sack that appeals to grocers because 
the regular shape makes it easier to store. The new 




























and all the King’s men can’t undo the damage caused by unsuit- 
able adhesives. 


Your best assurance of perfect results in every labeling, wrapping, 
sealing, or combining operation is to use the ““Mikah” glues, gums, 
or pastes recommended by our adhesives engineers. They know 
the answers! 


National ADHESIVE 


DIVISION OF 
Nationa, Starch PrRopucts inc. 


820 GREENWICH ST., NEW YORK—CHICAGO—PHIL ADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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container appeals to the consumer because it is sift- 
proof and is sealed tight against insect infestation or 


dirt. The machine, developed to produce this new 
type seal on large sacks of flour operates automatically 
at high speeds. 


METHYL CELLULOSE 


The Dow Chemical Co. has announced the first 
American production of water-soluble methyl cellulose. 
The properties of this product, which is to be known as 
Methocel, forecast unusual possibilities as an agent for 
dispersing, thickening, emulsifying, sizing and coating. 
Germany, heretofore, has been the main source of sup- 
ply. The Dow Chemical Co. reports that plans are 
now under consideration for increasing production 
facilities in their Midland, Mich., plant to meet the 
domestic demand for this cellulose derivative. 

Methocel is colorless, odorless, tasteless and non- 
toxic. It is readily soluble in cold water and is gen- 
erally used in the form of its aqueous solution. Metho- 
cel is dissolved most easily by first wetting the material 
thoroughly with hot water (80 to 100 deg. C.). The 
mixture is then cooled to room temperature or below, 
preferably 5 to 10 deg. C. and stirred until smooth. 
Methocel solution may also be made by stirring in 
water at room temperature. The initial hot water 
treatment, however, hastens solution. 

Methocel applied to paper as a continuous surface 
coating is said to produce a permanent barrier to pene- 
tration by oily or greasy materials. Coatings of this 
material also prevent undue penetration by lacquers, 
varnishes or waxes during their application to paper. 

With a light sizing treatment on paper or cardboard, 
ink penetration is materially reduced. 

This Methocel water solution is also said to be useful 
in dispersing dyes, pigments, rubber latex and other 
materials difficult to disperse. In the textile industry, 
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methyl cellulose is used for sizing warps where it has 
an advantage over glue and potato starch in that in- 
crustation and adhesion are avoided. Methyl cellulose 
is easier to wash out than starch or gums, as it may be 
removed with cold water and gives a softer cloth. 

Methy! cellulose is used as a thickening agent in cold 
water paints for interior service and in the water phase 
of lacquer emulsions. It may be used in adhesives 
especially for paper hanging. Other uses are as a 
binding agent in the ceramic industry and in the manu- 
facture of lead pencils. 


HOT PRESS STAMPER 


A new hot press for stamping name and address, mono- 
grams, initials, trade marks, designs, etc. on paper, 
plastics, leather, wood and cloth is being marketed by 
the Wilson Gold Stamping Machine Co. The unit in- 





corporates an automatic foil feed, the foil reversing 
similar to typewriter ribbon and re-winding automati- 
cally. An instant pin adjustment permits the foil to 
move up only as needed. A built-in rheostat with 22 
selective heats permits finer adjustment to the indivi- 
dual touch. The machine imprints one, two or three 
. lines up to 3!/s in. in length. The machine is stream- 
lined in appearance, with all moving parts enclosed. 


“SILVERWEAVE”’ RIBBONETTE 


The Chicago Printed String Co. has announced the 
development of a new ribbon product to be known as 
“Silverweave.”” The product is made of dyed yarns 
with silver or gold thread running through it, the 
whole being held together by the company’s cross weave 
process. The material is manufactured in three 
widths, */; in. for smaller packages, */; in. for medium 
packages and 1'/, in. for elaborate tying for large 
packages. The product is put up on large size spools 
for use by candy, cosmetic and other manufacturers 
for package tying purposes. It is available in a com- 
plete range of colors, the silver or gold thread providing 
a high degree of sparkle and lustre. The product, it is 
stated, is produced by a patented process. 

























pulls PROFITS -from its CEILING! 


OUR product handling problem 
may—or may not—be as great as 


Pepsodent’s. 


There—the mixing and packaging of the 
four popular dentifrices is relatively simple. 
Pepsodent’s biggest problem was handling! 


So Pepsodent executives wisely demanded 
“scientific planning.” Cooperating with our 
conveyor engineers, a combination of Belt 
Conveyors, Gravity Roller Conveyors, Spiral 
Chutes, and Slides was designed to economically 
and efficiently solve the problem! 


In this “endless stream” handling system, 
three 175-ft. Belt Conveyors serve the receiving 
and storage areas. Feeding the production 
lines are 39 overhead Belt Conveyors, and 
there are special conveyors to handle bottles 
for the four antiseptic lines. 
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Double Use of Overhead Space 


Outstanding are the space-saving Overhead 
Belt Conveyors (two shown above) that rise at 
once from working level to the ceiling and travel 
to packaging tables. These double-purpose con- 
veyors used as storage banks under the ceiling , save 
25% to 30% of the floor area! 

Two men with flow charts are able to keep 
this plant supplied with every requirement. 


May We Help YOU? 


Important to you is a satisfactory solution 
to your problem. Let Alvey-Ferguson Engi- 
neers suggest the answer. There is no obliga- 
tion for our advice, backed by 40 years of ex- 
perience. 

Write today to the Alvey-Ferguson Company 
603 Disney Street, Cincinnati, Ohio. 
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attached easily to display 
cards 


SALES APPEAL y 


product—and savings for your firm—when you switch 
your fastening method to Bostitch stapling. 
Bostitching: 
steps up product appearance by replacing 
other clumsy, unattractive fastening methods 
with neat, unobtrusive wire stapling or stitching 
protects your product against pilferers, rough 
handling or loosening of the package fastening 
due to moisture 
cuts costs by speeding up production through use 
of easy-handling, fast-working stapling, stitch- 
ing and tacking machines. 
Join the thousands of makers of all sorts of products, 
who have turned from fastening with thread, glue, 


BOSTITCH | 
56 Division St., E. Greenwich, R. I. 

Please send me free folder “Bostitch Fastens It | 
Better with Wire.” 
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Tiniest articles fastened down securely 


SALES APPEAL 


BOSTITCH—56 Division Street, East Greenwich, R. I. 


FOR YOU 
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High speed, economical fastening even of broad 
surfaces 


oY SALES APPEAL 
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PROTECTION Y PROTECTION Y PROTECTION Y 
ECONOMY Y ECONOMY Y ECONOMY YY 
You make real improvements in displaying your tacks, elastic, etc., honseine Bostitch gives them all three 


(sales appeal, protection, economy). You, too, might 
benefit, whether your job be bagging, carding, or 
fastening parts of an object together. 


782 easy-to-operate models allow you to select the 
right machine . .. to start with a small investment and 
to expand production capacity as your requirements 
grow, progressing economically through means of 
liberal trade-in, budget and rental policies. 18 Re- 
search Engineers and over 300 representatives spe- 
cializing exclusively on fastening problems will help 
you adapt these Bostitch machines and methods to 
your needs. Ship us samples to be fastened or send 
coupon for free folder. “Bostitch Fastens It Better 
with Wire.” 


BOSTITCH 





BOSTITCH—Canada, Ltd., Montreal 
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Previously published cards available 


A limited number of sets of 48 cards which have previously been 
published are available to readers of Modern Packaging. Requests 
will be honored on a first-come, first-served basis. 


MODERN PACKAGING 
Chanin Building, 122 E. 42nd St., New York, N. Y. 

Please send me previously published Standardized Materials 
Index cards. 


ee | 


C.144 


Molded plastic venting cap. Avail- 
able with different liner or use 
as dispensing cap. Has spaced 
vertical bosses on side walls. 
Continuous integrally molded 
thread. Available in 20 mm. size 
for G.C.A. finish No. 400. Avail- 
able in colors on demand. 


C.145 


Capillary applicator closure. 
Molded closure with oval hole 
into which fits molded rubber 
holder for glass capillary tube 
for use as applicator rod. Capil- 
lary tube replaces conventional 
glass rubber applicator. Avail- 
able in one size only—20 mm. for 
G.C.A. finish No. 400. Available 
in colors on demand. 





C.146 


















Molded closure with long skirt. 
Spaced vertical bossings and con- 
tinuous thread. Available in 13 
mm., 15 mm., 18 mm., 20 mm., 
22 mm., 24 mm. and 28 mm. sizes 
with G.C.A. finish No 415. Avail- 
able in colors on demand. 


STANDARDIZED MATERIALS INDEX 


See 
SS 











C.147 


Molded jar closure. Spaced verti- 
cal side wall bossings. Top 
slightly domed. Continuous thread 
integrally molded. Available in 
38 mm., 43 mm. and 48 mm. sizes. 
G.C.A. finish No. 400. Available 
in colors on demand. 


C.148 


Molded bottle closure. Similar to 
C. 147 except that top is flat 
rather than domed and side wall 
bossings carry around top edge. 
Available in 18 mm., 20 mm., 22 
mm., 24 mm., 28 mm., 30 mm., 
33 mm., 35 mm., 38 mm., 43 mm. 
and 48 mm. sizes. G.C.A. finish 
No. 400. Available in colors on 
demand. 


C.149 


Molded bottle cap. Similar to 
C. 148 with molded hole for rub- 
ber capped dropper. Droppers of 
various lengths available. Avail- 
able in 18 mm. and 20 mm. sizes. 
Available in colors on demand. 


C.150 


Liquor cap with deep skirt. Con- 
tinuous thread integrally molded. 
Side wall bossings extend around 
top edge. Available in 28 mm. 
size. O.1.G. finish No. 442. Avail- 
able in colors on demand. 














































STANDARDIZED MATERIALS INDEX 


See page 246 for full details regarding this new department in Modern Packaging 


Simplified Practice Recommendations 


With the cooperation of the National Bureau of Standards of 
the U. S. Department of Commerce, Modern Packaging will 
hereafter incorporate—from time to time—data taken from pro- 
mulgated simplified practice recommendations, as issued by 
the Division of Simplified Practice of the Bureau of Standards, 


Paper Shipping Tags 


The following sizes of paper shipping tags are provided as 
standard in the simplified practice recommendation approved 
for promulgation March 1, 1939: Size 1—2% in. by 1% in. (3.78 
sq. in.). Size 2—3% in. by 1% in. (5.28 sq. in.). Size 3—3% in. 
by 1% in. (7.03 sq. in.). Size 4—4% in. by 2% in. (9.03 sq. in.). 
Size 5—4% in. x 2% in. (11.28 sq. in.). Size 6—5% in. by 2% 





in such cases as apply directly to packaging. The first of these in. (13.78 sq. in.). Size 7—5% in. by 2% in. (16.53 sq. in.). Size 


are here provided. 8—6% in. by 3% in. (19.53 sq. in.). 


S. 903 S. 904 


Simplified Practice Recommendation for Stock Folding Boxes for 
Garments and Dry Cleaning. Promulgated September 1, 1938 
Automatic Garment Boxes 


Simplified Practice Recommendation for Stock Folding Boxes for 
Garments and Dry Cleaning. Promulgated September 1, 1938 
Lock Corner Garment Boxes, Standard Weight 












































Dimensions of box (inches) Thickness of Dimensions of box (inches) eee 
boxboard boxboard 
Length Width Depth ie Length Width Depth (inch) 

12 10 2 0.028 

15 11 2 028 P be : aay 

17 i 2V2 pon 17 11 2V; 028 

19 12 3 030 19 12 + ‘080 

22Y2 162 ’ - 23 12 3 032 

23 12 3 .035 23 12 34 .032 

23 12 3¥%, = 24 14 4” 032 

24 14 4 035 ea s4 4 085 

24 14 4 038 25 15 5 038 

25 15 5 038 
S. 905 S. 906 


Simplified Practice Recommendation for Stock Folding Boxes for 
Garments and Dry Cleaning. Promulgated September 1, 1938 
Lock Corner Dry Cleaners’ Boxes, Light Weight, Plain Chip 


Simplified Practice Recommendation for Stock Folding Boxes for 
Garments and Dry Cleaning. Promulgated September 1, 1938 
Lock Corner Dry Cleaners’ Boxes, Light Weight 




















Dimensions of box (inches) Thickness of Dimensions of box (inches) Thickness of 
boxboard boxboard 
Length Width Depth (inch) Length Width Depth (inch) 
12 10 2 0.024 12 10 2 0.024 
15 ll 2 .024 15 ll 2 .024 
17 ll 22 .024 17 1l 212 .024 
19 12 3 .026 19 12 3 .026 
23 12 3 .028 23 12 3 .028 
23 12 314 .028 23 12 314 .028 
24 14 4 .030 24 14 4 .030 


























RESEARCH DEPARTMENT 
MODERN PACKAGING 
CHANIN BUILDING, 122 E. 42nd ST., NEW YORK, N. Y. 


Please send me information as to sources of supply of items Nos. 


RESEARCH DEPARTMENT 
MODERN PACKAGING 
CHANIN BUILDING, 122 E. 42nd ST., NEW YORK, N. Y. 


Please send me information as to sources of supply of items Nos. 
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“CLOSE-UPS OF SUCCESSFUL CORRUGATED 
Boxes” is the appropriate title of a portfolio issued by 
The Hinde & Dauch Paper Co., Sandusky, Ohio. 
Boxes which are considered outstanding examples in 
present-day packaging are illustrated and described on 
full page inserts held in two pockets of the portfolio. 
Each package illustrated becomes a case study, with 
brief comments on type, size, design and use under the 
heading “Detailed Information.” It is planned to 
issue additional inserts which may be filed for ready 
reference in the portfolio. Thus business executives, 
buyers, sales and advertising men, interested in keeping 
abreast of packaging trends or planning specialty or 
gift boxes, will have at hand factual material on actual 
packages which have proved successful in use. 


SHELLMAR PRODUCTS CO., Chicago, Ill, has 
issued two swatch books, one offering samples of its 
19140 holiday bands and the other presenting 1940 holi- 
day wrappers. Colorfully designed transparent cellu- 
lose bands for a number of holidays—Christmas, 
Hallowe’en, Thanksgiving, birthdays, etc.—are shown, 
including samples of Christmas bands for use in dis- 
pensers. Transparent cellulose wrappers for Christmas 
use include designs of the all-over type and spot design 
box wraps. Complete price list and specifications are 
included in both catalogs. 


THE ALVEY-FERGUSON CO., Cincinnati, Ohio, 
has published a catalog presenting facts and plioto- 
graphic illustrations on belt, live roller, apron and verti- 
cal conveyors. The various types of power conveyors 
are shown as utilized in a number of plants and like- 
wise described in detail and shown in blueprint dia- 
grams. The catalog should prove helpful in the selec- 
tion of the most efficient type of conveyor equipment 
for special applications. 
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“STEPS TOWARD GREATER ECONOMY FOR 
You”’ is the title of a booklet published by the Kala- 
mazoo Label Co., Kalamazoo, Mich. The booklet is 
profusely illustrated with photographs presenting the 
company’s officers, offices, production line equipment, 
etc., so that the reader may get a rounded picture of 
how the organization operates in the production of 
labels of all types. 


TRIANGLE PACKAGE MACHINERY CO., Chicago 
Ill., has published a booklet presenting authentic 
records of the savings and production increases made 
through the use of modern packaging equipment in a 
wide variety of industries. Titled “Facts and Figures 
on Packaging the Triangle Way,” the booklet contains 
actual case studies of benefits which have been secured. 


A FOLDER entitled “You Can’t Put a Wrapping 
Machine in a Test Tube” has been issued by the Pack- 
age Machinery Co., Springfield, Mass. Production 
line views of plant interiors at a number of well-known 
companies are illustrated. Another folder issued by 
this company details information on a wrapping ma- 
chine capable of handling open boats, extension-edge 
boxes and turned-up-side trays as well as ordinary car- 
tons. A floor plan of this machine, showing path of 
packages through the machine, is presented. 


“GLUING TRANSPARENT SHEETINGS and Other 
Facts about Them” is the title of a booklet published 
by National Starch Products Inc., New York, N. Y. 
The necessity for exercising due care and precaution 
in handling transparent materials is explained in detail. 
A recommendation chart for selection of proper glues 
and a price list is included in the publication. 


THE FUCHS & LANG MFG. CO., Division of the 
General Printing Ink Corp., New York, N. Y., are 
issuing to the letterpress industry a combination folder 
and wall chart titled “The Crowning Glory of Print- 
ing.” Over 72 colors are shown with screen values, 12 
of them in gloss inks. The characteristics and working 
properties of each ink are conveniently cataloged. 
The specimen book exhibits a complete line of colors. 


THE FLEXROCK CO., Philadelphia, has issued: a 
folder on its new product, Colorflex, a material which is 
said to protect and preserve floors. A hard, enamel- 
like finish is said to be achieved through the use of this 
product, capable of withstanding industrial traffic and 
curing dusting concrete. 


CARL U. FAUSTER, who has been on the staff of 
the United States Advertising Corp. since 1935 as 
manager of media and account executive, has become 
associated with the advertising division of the Owens- 
Illinois Glass Co., Toledo, Ohio. Mr. Fauster will 
handle advertising and merchandising for the Libbey 
Glass Co., an Owens-Illinois subsidiary. 
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“MANUFACTURERS” PRODUCT, PACKAGE 
and price policies” by Albert Wesley — Frey, 
M.C.S., Professor of Marketing, Amos Tuck School, 
Dartmouth College. (Published by The Ronald Press 
Co., New York, N. Y. 429 Pages. $4.50.) This 
volume represents a thorough-going attempt to de- 
scribe and analyze the policies and practices which 
manufacturers have developed in the solution of vital 
product, price and package problems—the problems 
which are loosely lumped together under the totally 
inadequate word “‘merchandising.” 

In this respect, the volume fills a long-felt need since 
business literature, dealing with the important activity 
of merchandise management, has been very limited in 
volume and incomplete in nature. The partial list of 
chapter headings can best be utilized to disclose the 
scope of the volume. 

“Pricing the Product,” “Quality of the Product,” 
“Influences Affecting Standards,” ‘“‘Design—Style 
Fashion,” “Design Piracy,” “Product Development 
New Uses and Product Improvement,” “Packaging the 
Product,” “Identifying the Product,” ““Determination 
of Quantity to Manufacture,” “Merchandising Re- 
search” and “Organization for Merchandising.” 

The chapters on packaging represent a most thorough 
study-treatise as they do of the reasons for package 
change, the factors considered in making a package 
change, package construction, shape, closure, material, 
design, copy, color, decoration, illustration and layout. 
Such subjects as dual use containers, unit package, 
timing the package change and the social and economic 
aspects of packaging are well treated. 

In contrast to Professor Hitchkiss’ volume, Professor 
Frey’s book is essentially a handbook for those directly 
concerned in industry with marketing problems. While 
the beginner may find its treatment of many subjects 
complex, those who depend upon correct decisions for 
their own success in manufacturing and marketing will 
find in this volume an excellent guide to the successful 
experiences of others. 


“COMMERCIAL FRUIT AND VEGETABLE 


products’ by W. VY. Cruess, Professor of Fruit 
Technology, University of California. (Published by 
McGraw-Hill Book Co., Inc., New York, N. Y. 798 


Pages. $6.00.) This book has been prepared primarily 
to serve students in horticulture, food chemistry and 
horticultural products. It should, however, prove of 
equal interest to those directly or indirectly concerned 
with any phase of food packaging, marketing or ad- 
vertising. 

Particularly valuable will be found the chapters on 
the history of canning and on tin and glass containers, 
as well as the numerous pages on the canning of specific 
types of fruits and vegetables. The chapter on frozen- 
pack fruits and vegetables contains a vast volume of 
information not heretofore available in such compact 
and well edited form. 





A fully automatic 
Cellophane Bag Making 


Machine for making 
rectangular bottom bags. 





If you are packaging your products in cellophane 
bags, either P.T., or M.S.T., printed, unprinted, sin- 
gle or double wall, this Peters Automatic Cellophane 
Bag Making Machine will save you many dollars. 
With this machine it is only necessary to buy rolls, 
place them on the machine and the bags are made 


as you use them for filling. 


| Send us a sample of each size bag you are interested 


| 





in making and ask for complete information on ma- 
chine to meet your specific requirements. 


No obligation. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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JOHN M. HOTHERSALL of the American Can Co., 
New York, N. Y., was honored, at a dinner February 
27, as one of the outstanding inventors by the Com- 
mittee on Modern Pioneer Awards of the National 
Assn. of Manufacturers. The Modern Pioneer pro- 
gram was in observance of the 150th anniversary of the 


JOHN 
M. 
HOTHERSALL 





founding of the American Patent System. Mr. Hother- 
sall, who has been granted a total of 262 American pat- 
ents, has been active in the can manufacturing industry 
for the past 42 years and has been with the American 
Can Co. since its organization in 1901. He holds pat- 
ents covering many of the outstanding developments in 
the container field during that period. One of the latest 
of these developments is the single-service paper milk 
container which has come into use recently. 

Walter Standish Smith, inventor of the over-and- 
under weight scale, likewise received a Modern Pioneer 
Award. Mr. Smith invented the scale now manu- 
factured by the Exact Weight Scale Co. Mr. Smith 
has recorded numerous patents on scales, chief of 
which have been designed into the Exact Weight scales, 
including models adapted to hundreds of specialized 


lines. Citation of Mr. Smith and the Exact Weight 


ants er 









) sonalties 


Seale Co., through the award, recognizes the scale 
principle introduced by Mr. Smith as one of the great 
industrial achievements in the past 25 years. 


FOR THE THIRD CONSECUTIVE YEAR, the Art 
School of Pratt Institute, Brooklyn, N. Y., will hold 
its annual exhibit at 50 Rockefeller Plaza, New York, 
N. Y., from May 4 to May 19, inclusive, 10 A.M. to 
10 P.M. daily. The seven departments of the school 
will be represented: architecture, advertising design, 
industrial design, illustration, interior design, art edu- 
cation and evening school. 

The winning designs in the second annual Pratt 
Institute Competition, in which scholarship awards are 
offered students by the Muirson Label Co., will be 
shown at the Rockefeller Plaza exhibit. The compe- 
tition will be judged by A. Q. Maisel, editor of Modern 
Packaging; Ben Lewis, industrial designer, and Arthur 
R. Wendell, president of the Wheatina Corp. A report 
on this competition will appear in the May issue of 
Modern Packaging. 


NATIONAL STARCH PRODUCTS, INC., New 
York, N. Y., has announced four executive promotions 
as follows: Chester A. Gage, vice president and for the 
last 15 years manager of the company’s mid-western 
division at Chicago, has been named vice president in 
charge of sales, joining the company’s New York 
executive staff. Milton J. Heim, manager of National’s 
central division at Philadelphia, has succeeded Mr. 
Gage at Chicago. Donald D. Pascal, who for five 
years has been head of the company’s service depart- 
ment at New York, has succeeded Mr. Heim at Phila- 
delphia. Philip M. Liner, who for many years has 
covered the southern New England states in a super- 
visory and sales capacity, has been appointed manager 
of National’s New England division at Boston. 





CHESTER A. GAGE 
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DONALD D. PASCAL 


MILTON J. HEIM 
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CELOLUSTRE 


(Reg. U. S. Pat. Off.) 





BOXES IN 


amazing new, beautifully lustrous finish 


@ New character, new life — that’s what 
Celolustre treatment gives Metal Edge boxes. 
This brilliant finish makes the ‘strongest 
paper boxes’’ even more distinctively out- 
standing . . . they fairly sparkle! And, further, 
their attractive appearance is preserved— 
Celolustre is soil-proof; dirt and marks of 
handling are easily wiped off. 

But even that’s not all. Metal Edge boxes 
can be Celolustre-treated so that they are 
Grease-proof (no wax paper or other wrap- 
ping needed for a greasy product) and are 
also Moisture-resistant. 

Whether or not you employ the Metal Edge 
packaging method, if you use paper boxes 
you'll want to be fully informed about this 
sensational development. Write— 














| vided with accurate 
| cut-off control for 
| printed Cellophane or 


NATIONAL METAL EDGE BOX CO. 


334 North 12th Street, Philadelphia 


Siiongest Hiper Box 





| 14 So. Clinton St. 


EXTRA Ftexisitity 
=EXTRA savines 


Miller Model MPS Wrapping 


Machine 


The new’ Miller 
Model MPS Wrap- 
ping Machine gives 
flexibility plus. In 





| addition to the ordinary run of packages and sizes it 
| wraps many difficult packages, such as beveled edge 


trays and bundles of six or twelve small packages. 





The MPS can be pro- 


paper. It can be fur- 
nished to seal with 
heat or glue. 





| Wider adjustment range of the Model MPS guarantees 
extra savings. It wraps more sizes and kinds of packages 


. . seldom stands idle. It's adjustable in a flash, without 


| tools. 


Profit by writing for details! 





©” WRAPPING & SEALING MACHINE CO. 
CHICAGO 
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OVER THE ENTIRE NETWORK of the Columbia 
Broadcasting System, packaging provided the subject 
for the “Adventures in Science”’ program on Thursday 
afternoon, March 14. Watson Davis, director of 
Science Service, interviewed Charles A. Breskin, 
publisher of Modern Packaging in a discussion of the 
relationship of packaging to scientific research. 

Among the processes and materials traced from 
their laboratory origins were transparent cellulose, 
cellulose acetate, vinyl acetate and ethyl cellulose 
sheetings; rubber derivative materials as used for 
liquid-holding packages such as the new Heinz pickle 
package; high-speed cooking and _ sterilization of 
canned foods as developed in the Stero-Vac process; 
protection of frozen foods as effected by the Cryo-Vac 
Process; coffee flavor protection as effected by new 
Pliofilm lined bags and medicated gauze protection as 
secured by single-service collapsible tubes. 

Bulletins based upon the program are available, on 
request, from Watson Davis, Science Service, Wash- 
ington, D. C. 


THE GLAZED & FANCY PAPER ASSN., formerly 
known as the Glazed & Fancy Paper Manufacturers 
Assn., has been reorganized to accord to a program 
which has long been visualized as being most effective 
and which has brought into active membership the mer- 
chants as well as the present member mills. The re- 
organization makes effective two divisions—manufac- 
turing and merchandising. The first comprises the 





H. B. CONKLIN GEORGE BUELL 


present mill members. The second includes all incom- 
ing merchants as well as member mills who, wholly or 
in part, sell through a direct sales organization, which 
includes practically all mills. H. B. Conklin, president 
and general manager of Louis Dejonge & Co., is presi- 
dent of the Association. George Buell of the Charles 
W. Williams Co. is vice president of the Association and 
head of the merchandising division. On the executive 
committee, from the new merchant members, are 
Charles Matthias of the Matthias Paper Corp. and Al 
Anders of Bradner Smith & Co. 

ERTEL ENGINEERING CORP. has moved _ its 
offices from 120 East 16th St., New York, N. Y. to 
Kingston, N. Y. 
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CHECKING AND SORTING DEVICES 


(Continued from page 79) 





in the carton. Any discrepancy in the fill of the 
cigarettes—too slight to be noticed in weighing even a 
single 20-cigarette package—will become apparent when 
cartons are weighed. 

Finally, sorting equipment, of both mechanical and 
photo-electric types, is frequently called upon to route 
packages, and particularly shipping containers, along 
conveyor routes. Sometimes a photo-electric beam is 
used to count containers as they pass along the con- 
veyor line. At other times it is used to position con- 
tainers on conveyors causing a mechanical contrivance 
to act when the conveyor interrupts a light beam. On 
still other occasions the photo-electric beam is used to 
operate swilches on conveyor lines to deflect containers. 
The most common method is that in which the beam 
is set at a sufficient height above the conveyor line to 
clear the shorter packages which will continue along 
the main stream. Packages tall enough to interrupt 
the beam cause the deflecting arm to descend and are 
shunted to a side conveyor. 

It is possible to secure the same effect by color selec- 
lion or by priating on the containers. Thus containers, 
properly marked or colored at the point where they 
interrupt the light beam, can cause the beam to operate 
the deflecting mechanism. 





TOOL BUYERS WERE ‘FROM 
MISSOURI” 


(Continued from page 71) 





simple being so designed as to permit shipment in the 
flat in a single corrugated case which also holds a full 
selection of tools. Erection is virtually automatic and 
fool-proof. 

. The second unit is designed to display the Stanley 
Victor composition handle line. It consists of a single 
easeled panel to which are attached two die-cut tabbed 
pieces of board which form protruding receptacles for a 
dozen vari-size tools. Outstanding features of the 
drivers are explained in the display copy, each piece of 
copy being located at a portion of the display where it 
will appear in close proximity to the point on the tool to 
which it refers. 

Kach tool is identified in a pricing panel, but in con- 
trast to the first unit price markings are left blank, it 
being intended that the dealer will fill these in in china 
crayon. On the back of this unit a labeled catalog 
chart aids the dealer in identifying and naming each 
type of screw driver, providing data on the outstand- 
ing features of each—including length of blade, diame- 
ter of bar and a suggested price. 

Credit: Displays made by Kalasign Co. of America. 
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L ANILINE PRINTING PRESSES. 


A specially designed unit for each and 
every purpose to which this new and 
popular process has been applied. One 





oe oe tae, ae ee DEPENDABLE ACCURACIES IN “SPOT SHEET- 
uble inks or soft oil inks. ING” ARE NOW ASSURED THROUGH THE 
Specially designed sheeter for use with NEW BECK 

our presses with speed up to 300 lineal 

feet of sheeted stock per minute. DIFFERENTIAL CUT-REGISTER CONTROL UNIT 


For cutting to register printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 


HUDSON -SHARP EYE. 


MACHINE CO°GREEW BAY-WIS CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 





& Poa 





HYCOLOID 


AND 


CLEARSITE 
CONTAINERS 


80°, lighter than glass 
Seamless and unbreakable 
Labels imprinted directly on container 
Any color or color combination — 
transparent or opaque 


Drop us a line or phone for samples, 
quotations, information. 

















— 







ne 






” 






TUBE & CONTAINER CORP. 


46 Ave. L, Newark, N. J. 
N. Y. Sales Office — 626 Fifth Avenue 


roe DIGITAN ~~ 
Merck 


Z 12 «Vy areine Tobien) 





Be ee ee 


° 
™ 



























































SELLING MILADY AN IDEA 


(Continued from page 64) 





hands. And the package has therefore been called the 
Revlon Clock "Round Hand Kit. The set-up box de- 
sign carries out this theme with its reproduction of a 
clock face on the box top. The clock hands are repre- 
sentations of human hands—one in a mit and one bare. 
A similar design is utilized on the explanatory booklet 
which accompanies the package. 

To encourage dealers to properly price the item on 
display, a small, removable price label is likewise pro- 
vided with each package. The boxes are covered witha 
silver pyroxylin paper, the platform and the top face of 
the box wrap being printed in blue and coral on white 
coated stock. 

Credit: Set-up boxes by Wallace Paper Box Corp. 
Massage cream jars by Hazel-Atlas Glass Co. Jar caps 
by Armstrong Cork Co. Jar labels by Richard M. 
Krause, Inc. Hand lotion bottles by Carr-Lowrey 
Glass Co. Bottle caps by Mack Molding Co., Inc. 
Bottle labels by Anigraphic Process Inc. 





FORMULA FOR CONTEST SUCCESS 


(Continued from page 69) 





your prescription labels. Do not write or print directly 
on the back of the picture as this may crack the finish and 
make it difficult to reproduce the photograph clearly.” 

The competition drew nearly 800 entries from almost 
every American state and Canadian province. Five of 
the six winning displays were relatively simple, although 
the first prize winner represented an elaborate and ex- 
pensive installation. 

First prize was awarded to The Staudt and Neu- 
mann Pharmacy of Aurora, Ill., which allotted both of 
its large windows, plus a centrally located island win- 
dow, to the display of Abbott merchandise. The back- 
ground of the left-hand window consisted of a collection 
of portraits of all 65 of the physicians practicing in 
Aurora. A photo mural of the pharmacy’s own labora- 
tory formed the background of the right-hand window. 
The three sections of the display were tied together by a 
message lettered on a long strip across the entire store, 
above the window level, and by three placards with 
appropriate captions which were placed in each window 
of the store. This, of course, is to be considered an 
extreme instance of display domination, even for a 
contest of this sort. 

The second prize, going to J. W. Crooks & Co. of 
Port Arthur, Ont., was built around the slogan “Be 
Lucky in Health—Don’t Gamble with Vitamins.” 
Two giant dice, each balanced on a corner, flanked the 
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central vitamin display and realistically drove home 
the simple message. 

The Cheffy Drug Co. of Barnesville, O., received 
third prize for a two-section window display which 
featured both the vitamin and the ethical display 
pieces. Homemade, giant fountain pens, inscribed 
with the words “Your Doctor Prescribes Abbott's,” 
dominated the windows and pointed toward subscrip- 
tion blanks likewise of giant size. 

Fourth prize went to the Horton & Converse Phar- 
macy of Los Angeles, Calif., which tied in a display of 
military medals of various types with the idea of highest 
honors in scientific research. 

Schmitt’s Drug Store of Woodstock, Va., received 
fifth prize with a window in sunburst effect featuring 
a whole series of Abbott packages. The words “Abbott 
for Quality” were spelled out in large white letters in 
the forepart of this display. 

L. F. Hamlin, Inc., of Binghamton, N. Y., received 
sixth prize for a window which advocated the use of 
vitamin products during the winter season. With the 
slogan “Stormy Weather Ahead,” this druggist de- 
liberately obscured the major portion of his window 
with a translucent material, leaving one section—as if 
wiped clear by a windshield wiper—through which the 
detailed display might be viewed. The clever design, 
it is reported, aroused much curiosity among passers-by 
and drew them to the window for a closer inspection. 





ENGINEERED FOR THE CONSUMER 


(Continued from page 58) 





designed for use on sewing machines and carry an up- 
right cone of thread wound around a conical spindle. 
To facilitate use on the machine and to insure protec- 
tion against soilage, a hole is provided in the upper end 
of the package through which the thread may be with- 
drawn. The thread feeds through this hole from the 
package and goes through the same threading operations 
that an ordinary spool of thread would go through. 

The hole in the carton is eyeleted so that no rough 
edge of the carton stock will hinder the thread from 
feeding through the opening easily. A transparent 
window on the front of the carton permits the com 
sumer to view the thread within and to judge with fair 
accuracy the quantity of the thread remaining on the 
spindle. As in the case of the smaller package, small 
labels are utilized to denote the different sizes. By 
this device the company has found it possible to con- 
centrate its carton purchases in long runs, utilizing 
each of the two types of thread. 

The company reports a marked consumer acceptance 
for the new packages, since the advantages to the con- 
sumer afforded by these packages are quite obvious 
and require no sales clerk demonstration. 

Credit: Cartons designed and manufactured by the 
Dennison Manufacturing Co. 
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McCormick & Company uses KORK- 
N-SEAL on their gallon cans of fam- 
ous Iron Glue. This package, by the 
way, won top award in the 1939 All- 
America Package Competition. 
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PERFORMANCE 


SAVINGS 


STAR adhesives give top quality 
adhesion—truly “star” performance. Yet they offer 
very real economies in production. It’s like hiring a 
big “star” at the wages paid an “extra.” 

The extra savings of STAR are due to the fact 
that STAR adhesives are so highly concentrated. 
They can be diluted as much as 40 or 50% and 
still give better adhesion. They can be applied in 
much thinner coatings and achieve the same high 
quality performance. 

Quick penetration, instant tack, and not too fast 
drying are standard qualities in the complete 
range of STAR adhesives,“one for every purpose.” 






The STAR line includes: 


BINGHAM BROTHERS COMPANY 


FOUNDED 1849 
AN ADHESIVE FOR EVERY NEED 


New York, N. Y. Philadelphia, Pa. 


406 Pearl St. 521 Cherry St. 
Rochester, N. Y. Baltimore, Md. 
980 Hudson Ave. 131 Colvin St. 
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THE 10TH PACKAGING EXPOSITION 


(Continued from page 53) 





proof material and the wrapping machine manufacturer 
had to start all over again and find a way of making 
this stick. This was really pioneering work, and for 
a time presented, apparently, unsurmountable ob- 
stacles. We do not consider the handling of cellulose 
and acetate wrappers, taken separately, as problems 
any longer. However, the latest problems are combina- 
tions, either incorporating laminated material with one 
or the other of the above-mentioned materials, or else 
some highly special coatings, which are sometimes 
even mysteries to their manufacturers.” 

A. R. Keene, advertising manager of Pneumatic 
Scale Corp., Ltd., spoke on the subject, “Pitfalls of 
Labeling Production.” “The pitfalls may be found in 
the product itself,” said Mr. Keene, “or perhaps in 
connection with size of output, number of container 
sizes, number of production lines or character of operat- 
ing personnel. There are, however, four factors which 
may be termed ‘common to all’ who do labeling. 
These are: the container, its label, the adhesive which 
joins the two together and the machinery which does 
the actual combining.” Mr. Keene continued, “Any 
manufacturer recognizing the importance of using the 
correct container, wisely labeled with the right adhesive 
on the proper machinery, all carefully co-ordinated, 
can go a long way towards eliminating at least 80 per 
cent of labeling pitfalls.” 

The subject of cartoning was presented by C. L. 
Barr, vice president of the F. B. Redington Co. Mr. 
Barr first outlined the elements or items which go to 
make up the completed package so that the size of the 
carton could be determined. Mr. Barr then said, in 
part, “Put this in the lap of the cartoning machine 
manufacturer. Send all of the contents of the carton 
to him, tell him whether you have determined to use a 
tuck-end or a glue-end carton. Consult with him re- 
garding any unusual characteristics you want worked 
into your carton. He will supply to you a print show- 
ing all dimensions and characteristics—and he will keep 
one eye on the Government while arriving at these 
Continuing, Mr. Barr said, “‘cartoning 
machine manufacturers have in recent years developed 
their ability to produce really useful adjustable carton- 
ing machines. To improve the usefulness of adjust- 
able cartoning machines, serious consideration should 
be given the following: 1. Restrict the number of carton 
three is better and two is still better. 
2. No dimension of the smallest carton should be less 
than the corresponding dimension of the largest. 3. 
Adopt a size of advertising leaflet or insert that can be 
used on all sizes. It is very difficult and expensive to 
arrange cartoning machines to handle several sizes of 
1. If possible do the same for corrugated 


dimensions.” 


sizes to four 


inserts. 
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protector if one is used. 5. If it is feasible, vary only 
one dimension of the carton and let this dimension be 
A change in thickness is easiest to 


The width of the 


the thickness. 
handle on the cartoning machine. 
carton is the next easiest.” 


Packing and Shipping 


The first symposium on packing and shipping found E. 
A. Throckmorton, general manager, 
sales promotion of the Container 
Corp. of America, in the chairman’s 
seat. Dr. F. C. Campins, chemical 
engineer of National Starch Prod- 
ucts Inc., addressed the gathering 
on “The Engineering Aspects of 
Adhesives.” Dr. Campins reviewed 
the basic engineering factors in- 
volved in the use of adhesives. He PF: © GCAMPINS 
described how the penetrating properties of the adhesive 
have to counter balance the poresizeof the paperand how 
special cases affect the rate of adhesion. 

Following the talk on adhesives, W. B. Lincoln, Jr., 
development engineer of the Inland Contaner Corp., 
delivered an address on ‘Fundamental Principles of 
Protection in Shipping Container 
Design.” Mr. Lincoln analyzed 
and identified certain fundamental 
principles that have proven suc- 
cessful in use in the corrugated 
container industry in a manner that 
permitted the audience to recognize 
and apply these principles in their 
proper relative importance. 

“The Essentials in Training Pack- 
ers” was the subject of the address delivered by 
David E. Moser of the School of Business, College of 
the City of New York. Mr. Moser covered the stand- 
ardization of packing methods and materials, the 
teaching of these standards and control of their opera- 
tion as the keys to safety and economy. 

The second morning’s session on packing and shipping 
was opened by Chairman W. B. Keefe, packing engi- 
.neer, Westinghouse Electric and Manufacturing Co. 
George T. Henderson, director, package laboratory, 
The Hinde & Dauch Paper Co. 
spoke on “The Technical Aspects 
and Characteristics of Linerboard.” 
Mr. Henderson said, in part, “With 
a knowledge of the kinds of mat- 
erial available and a knowledge of 
the various characteristics of these 
materials, one has a good founda- 
tion—I might say the necessary 
foundation—upon which to base 
proper container design. 

“The need for this knowledge of materials was never 
so important as it is today when we have such a broad 
selection of available materials—jute, cylinder kraft, 
Fourdrinier kraft, filled rkaft, chip, asphalt-treated 
linerboard, asphalt-treated corrugated media, paraffined 
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liners, etc. All these materials, with the exception of a 
few of the latter ones mentioned, are commonly used 
in box construction today and in a wide range of calipers 
and grades. Each has applications for which, for one 
reason or another, it is the one material best suited to 
the purpose.” 


Questions-and-Answers Session 


The afternoon meeting of the packing and shipping 
session was presided over by J. D. Malcolmson, de- 
velopment supervisor of Robert Gair Co., Inc. This 
meeting—a_ questions-and-answers session—gave_ the 
audience an opportunity to check individual problems 
against procedures in other companies. The panel of 
authorities on shipping questions was assembled with a 
view to obtaining complete coverage of any problem 
that might be presented by the audience. The authori- 
ties included: George Welp, Interchemical Corp. 
(color and ink); H. E. Weingartner, The Arabol Manu- 
facturing Co. (adhesives); R. H. Bursch, Southern 
Kraft Corp. (linerboard); E. A. Srill, 4-One Box 
Machine Makers (wire bound containers); L. S. 
Richards, The Richards Shook Corp. (wood containers) ; 
J. D. Malcolmson, Robert Gair Co., Inc. (corrugated 
and solid fibre containers); Edward Dahill, Associa- 
tion of American Railroads (trans- 
portation); K. M. Roy, Brooklyn 
Cooperage Co. (cooperage); J. G. 
Bucuss, Acme Steel Co. (car load- 
ing) and Don Quinn, The Don L. 
Quinn Co. (testing and design). 

“The Receiving Clerk’s Angle” 
was presented by Marion A. Eyers, 
manager, receiving and marking, L. 
Bamberger & Co. Miss Eyers gave 
the point of view of those who receive shipments, com- 
menting on the condition in which they arrive, together 
with correction or elimination of 
difficulties at Actual examples of both 
good and imperfect shipping were used to illustrate 
her talk. 

Every shipping department is equipped with many 
and varied types of accessories. R. F. Tettemer of 
H. G. Hanline Co., Inc., outlined advantages and dis- 
advantages of accessories in general use. 





MARION A. EYERS 


suggestions for 
the source. 


Packing and Shipping Clinic 


The traditional packing and shipping clinic—always a 
high spot of the Packaging Conferences—was presided 
over by Albert W. Luhrs, president of the Container 
Testing Laboratories. At this clinic, the entire line of 
one company—the Passaic, N. J. plant of the Mechani- 
cal Goods Division of the United States Rubber Co. 

was presented. All types of packing and shipping 
material are utilized by this company which ships 
products ranging from the size of a pencil eraser to 


hose weighing ten tons per length. Stanley W. Mac- 


Kenzie, division purchasing agent of the Mechanical 
Goods Division, displayed and discussed 22 types of 
shipments. 








LUSTEROID is lightweight, but so tough and strong that it 


is practically unbreakable. 


This unbreakability of LUSTEROID naturally means big 
savings in breakage elimination. It brings other savings, 
too, such as reducing shipping costs by reducing weight, 
and eliminating the necessity of costly and heavy wadding 


and packing. 


LUSTEROID tubes and vials come in any color you wish— 
and multicolor labels are processed integrally to them in 
their manufacture, eliminating extra paper, printing, pasting 


costs. 


A note or phone call will bring 
an immediate reply with samples. 


LUSTEROID CONTAINER CO., INC. 


Formerly Lusteroid Division of Sillcocks-Miller Company 
SOUTH ORANGE NEW JERSEY 
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In addition, shipping containers carefully chosen for 
their unusual and instructive characteristics were dis- 
cussed by the following individuals: J. L. Bradshaw 
of the Pyrene Manufacturing Co., Clifton Cox of 
Johnson & Johnson, W. R. Hummel of the Western 
Electric Co. and E. E. Rumple of Merck & Co. 





THE NINTH ALL-AMERICA 
PRESENTATION DINNER 


(Continued from page 55) 





interpreted the scientific aspects of packaging to the 
public in a manner and to a degree having immense 
value in improving the public relations of the packag- 
ing industries.” 

Also seated at the Speakers’ Table were Paul Willis, 
president of the Associated Grocery Manufacturers of 
America, Inc., Carl Lambelet, president of the Pack- 
age Machinery Manufacturer’s Institute, Alvin E. 
Dodd, president of the American Management Assn., 
Alan S. Cole, general manager of Modern Packaging 
and Albert Q. Maisel, editor of Modern Packaging. 

In his talk Mr. Breskin said, in part, “In our rapidly 
changing universe, the packaging industries have not 
remained static. The All-America Package Competi- 
tion, likewise, is an institution which changes only by 
growing bigger and better with each passing year. 
Last year, we had 25,000 packages in the competi- 
tion and all previous records were shattered. This 
year we have 30,000 packages. Last year, we had 
600 reservations for our banquet, which was more than 
we had ever had before. But this year, some 800 of 
you told us that you wanted to come. 

“This Farm Dinner, I believe, is particularly appro- 
priate because of the great contributions which the 
packaging industry has made to benefit the farmer. 
Modern methods of packaging make it possible for 
him to pack, ship and store farm produce as an alter- 
native to selling it at a loss in a local market which may 
be temporarily glutted. 

“Practically every farm product you can name may 
be purchased in a package. The benefits of packaged 
merchandise for the purchaser of farm products are 
obvious. Packaging makes possible cleaner, more 
wholesome and more sanitary merchandise. It pro- 
vides a medium for descriptive labels which tell the 
consumer just what he is buying and, at the same time, 
encourages the producer to maintain a high and uni- 
form standard of quality. And we all know what the 
availability of packaged goods has done to raise the 
farmer’s standard of living. 

“I’m not much interested in statistics, but sometimes 
they seem to provide the best medium to use in demon- 
strating successful accomplishment. I hope you will 
pardon me while I quote a couple of figures. Last 
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year, publicity concerning the All-America Package 
Competition literally circled the globe. Articles from 
newspapers, general magazines and trade publications 
passed across my desk by the thousand. Folders and 
motion pictures repeated our story in their own effective 
way. Throughout the world, the All-America was de- 
scribed to over 75,000,000 people. And this story 
was told voluntarily, without any inducement on our 
part. It was told because thousands of editors recog- 
nized its news value. 

“In spite of all this publicity, there are still many 
people who do not understand why Modern Packaging 
conducts these annual competitions, sponsors these 
banquets and presents these awards. 

“The reason why we sponsor these dinners is so that 
each of us may form an accurate picture of outstand- 
ing developments in packaging. 

“The purpose of our organization is to help the in- 
dividuals in this industry to secure a comprehensive 
birdseye view of packaging. Jt is only with such a pic- 
ture before us that we can most effectively exert efforts 
to help the packaging industry develop and, in doing 
this, I say we are not altruists. Each of us is simply 
promoting his own interests because better packaging 
should inevitable bring lower distribution costs and 
lead us to bigger profits—and this is important in a 
period like the present when less than one-half of the 
American corporations are operating at a profit. 

“Not long ago the National Association of Manufac- 
turers coined a very effective slogan which was broad- 
cast throughout the country. The slogan was “What 
Helps Business Helps You.’ I should like to alter that 
slogan a little bit for our purpose and say “What Helps 
Packaging Helps Us.’ That is why, once a year, we 
meet and eat together. That is why Modern Packag- 
ing glady assumes the responsibility of providing the 
packaging industry with a common meeting ground so 
that each factor in it may realize the tremendous pro- 
portions the industry is assuming and his relative place 
and importance in it. 

“The second question which you often ask is this. 


‘Why does Modern Packaging magazine produce each 


year a motion picture showing the progress of the pack- 
aging industry?’ 

“Tonight I want to answer this question also, in the 
simplest and clearest language at my command. As I 
said before, altruism is not connected with it in any 
sense whatsoever. We produce these pictures because 
they do an important public relations job for the pack- 
aging industry—a job which we believe cannot be ac- 
complished so effectively in any other way. It is a 
necessary part of our work—for all of us in the packag- 
ing industry—to keep selling not only manufacturers, 
wholsesalers and retailers, but the consumer public as 
well, on the benefits to be derived from good packaging. 
If we do not continue to do this job, then we might just 
as well get out of the packaging business because with- 
out such efforts our industry cannot continue to go 
forward.” 














NEW SPECIAL 
COATED PAPERS... 
FILMS... FOILS ... Present 
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Upaco Special Adhesive Formulas are devel- 
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Use WEINMAN BROTHERS 
TRANSPARENT BOXES 
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medium of package creation. 


Address Box 114 


MODERN PACKAGING 
122 E. 42nd St. New York, N. Y. 
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Does YOUR PACKAGE 


ATTRACT BUYERS ? 





T= HAYSSEN Wrapping Machine goes a long 
wey in giving your package ‘’Buy-appeal.”” 


It is completely automatic. 
1800 packages per hour—one operator. 


Also the HAYSSEN functions beautifully as a 


Mandrel Bag Making Machine. You'll profit by 
investigating the HAYSSEN today—no obliga- 
tion, of course. 


HAYSSEN MFG. CO., DEPT. MP, SHEBOYGAN, WIS. 


RIGID TRANSPARENT CONTAINERS 
OFFER THE GREATEST MONEY 
MAKING POSSIBILITIES IN THE 


PACKAGING FIELD 


We Need Sales Representation 


We are ready now with complete facilities for mass 
production of round, oval and rectangular transparent 
We are completely equipped to produce 
The right 


containers, 
the finest in quality, price and quantity. 
men with following among package buyers will find 
Please 


state full particulars, references, present connections, 


an incomparable connection handling our line. 
and past experience. 


We are interested in coverage of the 
following cities: 


Cleveland, Ohio 
Cincinnati, Ohio 


Columbus, Ohio 
Richmond, Va. 
Minneapolis, Minn. 
Jacksonville, Fla. 
Denver, Colo. 
Philadelphia, Pa. 


Boston, Mass. 
Pittsburgh, Pa. 
Baltimore, Md, 
Buffalo, N. Y. 


ee ey 


MODERN PACKAGING, 122 E. 42nd! Si.. N. Y. 














ATLASOL ADHESIVES 
“HOLD TIGHT” 


ATLasoL 














Atlasol adhesives actually stick better when applied in 
thinner coats. You get better adhesion plus substantial 
economies. 


The Atlasol trademark covers a full line of Glues, Gums, 
Pastes, Adhesives, and Sizings—each item of the highest 
quatity that money can buy. 


Also, Atlasol non-deteriorating Defoamer and Atlasol 
Felt-Cleaner for the paper manufacturing industry. 


Communicate with us for a dependable source of supply 
for the above items. 


ATLAS GUM & SIZING CO., INC. 


406 PEARL STREET NEW YORK, N. Y. 
An 2A OSTEO ETO 


LACQUER 


VARNISH and GUM 
and WAX COATING for 


Labels 
Wraps 
Posters 
Displays 
and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY... oGHWARTZ 
20 Van _ oe City 
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To be sold, a product must be seen. So 
when Cannon Mills wanted the most 
effective package for their nationally 
known line of towels, they selected 
Vuepak, Monsanto’s rigid, transparent 
packaging material, whose crystal clear- 
ness displayed to advantage the flaw- 
less quality and fine texture of Cannon 
Towels. 

Aside from the natural beauty of the 
product seen through Vuepak, this 
Cannon package has added color and 
eye-appeal in the dainty flower decora- 
tion on the Vuepak cover, an unusual 


MODERN PACKAGING 


Cant Quality plus Vuepak 


feature in transparent packaging. The 
result—Cannon gift sets, packaged 
in Vuepak have become sales winners 
in department stores frdm coast to 
coast. 

Cannon Towels are among many de- 
partment store items being packaged 
in rigid, transparent Vuepak to gain 
buy-appeal through eye-appeal. Your 
product, too, may find that Vuepak 





“Transparency 


~ 
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Cannon Towel Box manufactured 
by Old Dominion Box Company, 
Charlotte, North Carolina 


adds that “little touch’ to make it a 
sales winner. Information on Vuepak 
for your product, as well as names of 
capable Vuepak package fabricators, 
will be sent on request. Inquire: 
MONSANTO CHEMICAL COMPANY, 
Plastics Division, Springfield, Massa- 
chusetts. District Offices: New York, Chi- 
cago, Detroit, St. Louis, Birmingham, San 
Francisco, Los Angeles, Montreal. 





MONSANTO PLASTICS 


SERVING ANDUSTtTRY.. 


- WHICH 


SERVES MANKIND 
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Cartons piled high on the back room shelves... they’re 
dead...they never had a chance to compete. Bad 
shape, unsuitable colors, poor board can give any 
product an awful black eye...endanger re-orders... 


put salesmen on the spot. 


We test cartons on the firing lines... in the manufac- 
turer’s plant for strength, uniformity, packing accu- 
racy...on dealers’ shelves for design, shape and sales 


appeal. 


Perhaps that’s why MICHIGAN CARTONS are so 
popular ...they’re pre-tested for sales. 


MICHIGAN CARTON CO. artis creEK, MicH. 








